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A good story is quickly told. Here are the 
details of the remarkable Treasure Chest 
offer: 


1. Treasure Chest is made of solid wood 
with beautiful old gold finish, studded with 
antique brass nails. 2. Lined with autumn 
brown Prevent-Tarnish velour and creamy 
white satin. Silk cords replace the usual 

straps for knives. 3. More than $5.00 dealer 









34 piece set cost value. 4. Backed with striking display 
*PIECES OF 8 material and national advertising. 5. Included 
Sylvia Pattern FREE with the purchase of 26, 34, and 50- 
illustrated piece standard sets until April 30 only. 6. 4nd 


remember: 
CONTROLLED DISTRIBUTION 


means that you will have no unfair competition 
when you feature the Treasure Chest. 


S47 ROGERS BinOs. 


* 
nS | Original Rogers Silverplate 


The quality mark of the A PRODUCT OF THE INTERNATIONAL SILVER COMPANY, Meriden, Conn. 
International Silver Company NEW YORK, 9-19 Maiden Lane CHICAGO, Merchandise Mart SAN FRANCISCO, 150 Post St. ST. LOUIS, Ambassador Bldg. 










PORTFOLIO 2, 


DIAMOND RING 
FASHIONS BY complete guide to the outstanding dia- 


mond ring creations for 1935. 


It is the alert and progressive jeweler's 


You will welcome a copy—place your 


y . Via name on our ‘request list’’ today! 
MERC GN I PEL 
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UNTERMEYER, ROBBINS & CO., inc. noe arrest 
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SPEAKING OF THE JEWELRY TRADE «2 a a 


Mitton Kohler, 


senior member of the firm of Milton 
Kohler & Sons, 27 W. Washington 


St., Hagerstown, Md., writes to con- 


LD TIMER 
\\ 


CONGRATULATIONS —~O 
\\ 

2 os Wi 

Ctl \ 


gratulate us on the combining of 
THE JEWELERS’ CIRCULAR and Key- 
sTONE. “I, individually,” says Mr. 
Kohler, ‘have been a subscriber to 
THE JeweLers’ CircuLar for the 
past 60 years. I have bound copies 
from 1877 to 1886. I have been a 
subscriber to the KEYSTONE since its 
first issue. I started to learn the 
watchmaking, jewelry and engraving 
business under one of the most skilled 
and practical watchmakers, F. G. 
Stark of Hanover, York County, 
Pa., in 1870, serving five years’ ap- 
prenticeship. In 1875 I started in 
business for myself. I am still active 
in business with my sons under the 
name of Milton Kohler & Sons. I 
am in my 83rd year, hale and hearty. 
We own our own place of business.” 


+ ¢ ¢ 














Business conditions 
are better as people are paying their 
retail bills more promptly, which is 
a very encouraging sign, declared 
L. S. Crowder, general manager and 
treasurer of the 


Credit Association. Mr. Crowder 
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National Retail . 


spoke at a meeting of the Associated 
Retail Credit Grantors in Cincin- 
nati, mentioning the success of mer- 
chants in many cities who improved 
their collections by an advertising 
campaign. “The slow recovery is en- 
couraging, as it shows that conditions 
are improving for the average indi- 
vidual, enabling him to get back on 
a paying basis, and good collections 
are an indication of the inherent hon- 
esty of the American people. It is 
my personal belief that advertising 
can be used effectively for selling an 


ADVERTISING IS YOUR BIG ALLY 








should be 


merchandise 
paid for according to agreement— 
just as effectively as it is used for 
selling the merchandise itself,” says 
Mr. Crowder. Cinciunati reporting 
agencies in an analysis of last year’s 


idea—that 


business showed that collections 
among retail jewelers were a great 
deal in excess of those of the year 
before. 


a 


O, a recent 


railroad trip, William D. McNeil, 
chairman of the Retail Jewelry Code 
Authority and president of the Amer- 
ican National Retail Jewelers’ Asso- 
ciation, was riding with 17 other 
men in a club car and was pleasantly 
surprised at the result of a silent sur- 
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vey which he made of the jewelry 
worn by his fellow passengers. In 
telling of his experience Mr. McNeil 
said: “Of the 17 men who were my 
fellow passengers, 11 of them carried 





pocket watches with Waldemar 
chains, one wore his watch on a fob 
and one had a watch with no attach- 
ment of any kind. Three wore wrist 
watches. Only one man of the 17, 
otherwise carefully dressed, had no 
jewelry of any kind. Four wore 
scarf pins, several had collar pins, 
one man was wearing a plain gold 
wedding ring and several had rings 
with fraternal emblems, while one 
man wore a fine sapphire set in a 
platinum mounting. The men ranged 
in age from 30 to 60.” 


+ ¢ ¢ 
Tet the modern 


tastes in jewelry, Mrs. Polly Pettit, 
creator of unique jewelry window 
displays, finds that the modern wo- 
man’s hesitancy in decking herself out 
in a profusion of “much gold and 
many bangles” goes back to the prud- 
ery of the early Colonial days, when 
what the ladies wore was determined 
largely by what the Pilgrim Fathers 
thought befitting modesty, and their 
attitude, she remarks, was that jewel- 
ry is immoral. The liberation of 
feminine fashions from those Puri- 








tanical inhibitions has been a grad- 
ual process, as yet far from complete. 

Pointing out that American hus- 
bands of today are generous, she re- 
marks that in spite of this progress 
“the idea still persists that the wear- 
ing of many jewels is an excess of 
show, an impropriety, a last vestige 
of barbarism.” And all because 
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women are too much governed by 
men in matters of personal adorn- 
ment. 

Reform the men, says Mrs. Pettit. 
How? First of all by reforming men 
jewelers. The jewelers must learn 
from women, by having women who 
understand the buying impulses of 
their sisters in the store to serve and 
encourage them. 

When the public which the mer- 
chant wants to meet is made up of 
women, it would seem the veriest 
horse-sense to put expert women in 
responsible retail positions. There is 
indeed a place for the right woman 
in the jewelry store, as there is in 
many lines of business—women who 
know more about women than men 
can ever learn. 

Or, in other words, set a woman 
to catch a woman! 


q¢ ¢ 


Spesking of credit 
conditions in the jewelry trade that 
started six or seven years ago and the 
trouble they caused throughout the in- 
dustry, C. & E. Marshall Co., Chi- 
cago, gave some good instructions to 
their travellers recently that the re- 
tailers will appreciate as worthy of 
study. In part, the head of the Credit 
Department said: 

“The retailer who found credit so 
easy to obtain in 1928 and ’29 started 
in to give credit to his customers and 
paid very little attention to whom he 
was giving it or to whether or not he 
was ever going to collect. As a con- 
sequence, when we came to the end 
of the road in 1929, our customers 
ledgers were full of weak accounts re- 
ceivable, and when it came to the 
showdown, it was found that these re- 
tail accounts receivable were worth in 
very few cases in excess of 10c on the 
dollar. The natural result of all this 


was that the wholesaler who was car- 
rying these retailers with their no 
good accounts receivable, eventually 
found his own books full of accounts 
receivable that kad little or no value. 
It has taken just about five years of 
continual pounding to get these ac- 
counts receivable in fairly satisfactory 
condition; through the gradual liqui- 
dation of some and through the profit 
and loss column on others. 

“This ‘coming back to earth’ proc- 
ess hasn’t been accomplished without 
its disasters and headaches, and I be- 
lieve that the average merchant who 
has gone through it finally recognizes 
the fact that when a supplier extends 
him loose credit and maintains a lax 
credit policy, the customer is not re- 
ceiving a favor, but the supplier actu- 
ally is setting a trap for him by tempt- 


NLIMITED 
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ing him to over-buy, pass along the 
credit to weak customers and deplete 
his working funds to the point where 
possibly a meeting of creditors may be 
necessary. 

“Therefore, the retailer is com- 
mencing to view with suspicion the 
advances of the salesman of such a 
supplier, because he realizes that the 
lax credit policy means increasing bad 
debt losses, which must be reflected in 
higher prices or inferior quality of 
products.” 


a 


Among the letters 
of congratulation which have been 
received by THE JEWELERS’ CiRCU- 
LAR-KEYSTONE since the combination 
of the two papers is one from Francis 
A. Keating, of the Grogan Co., Pitts- 
burgh, Pa., in which Mr. Grogan 
says: “In looking over the last num- 
ber of THE JEwevers’ CircuLar- 
Keystone I feel it is almost a 
bounden duty to drop you a line and 
tell you what a splendid publication 
I think you are turning out; the cover 
of the magazine is of itself enough 
to attract attention, and when you 
get into the splendid articles with 
which the magazine is replete, it 
makes one feel that the entire trade 
can be very proud in having such a 
publication to represent it. It is my 


sincere wish that you enjoy many 
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years of success with the paper, which 
you richly deserve.” 


4+ ¢ 4 
4d 
W. will not permit 


Gruen watches to be advertised along 
with a_ so-called free check, free 
dishes, free doll, free camera, free 


NOT 





diamond ring or other premiums. 
Neither will we sanction the adver- 
tising of our product on an excessive 
trade-in basis,” says H. R. Haerr, 
general sales manager. “Jewelers 
should not petition the manufacturer 
of a nationally known product for a 
higher mark-up, so that they may 
indulge in the above practices, and 
thus destroy the confidence of the 
thinking public in an article of merit. 
The giving away of a free gift is but 
a subterfuge for price-cutting, as is 
an excessive trade-in allowance. The 
price cut is evident in the eyes of 
competitive trade and the manufac- 
turer should not create a false stand- 
ard of values by increasing mark-up 
to permit of such practices. We are 
not endeavoring to dictate nor direct 
the morals of the individual jeweler. 
but we reserve the right to market 
our watches through what we con- 
sider properly operated jewelry out- 
lets, therefore no advertising of 
Gruen watches on any such basis. 
This was a hard and fast rule with 
us up to 1930 and now that the large 
army of better jewelers in the coun- 
try will return again to saner and 
better advertising, we are with them 
100 per cent.” 


. 2: ¢ 


The feeling that 


the jewelry trade “will materially 
benefit in the general business up- 
turn,” was expressed by Edwin H. 
Cummings, president of the Manu- 
facturing Jewelers Board of Trade, 
to members of the organization at 
the recent meeting at the Turks Head 
Club, Providence. “It is a natural 
attitude for all of us to look forward 
to the beginning of a new year for 
better things,” Mr. Cummings said. 
“Tt would seem that 1935 represents 
greater possibilities of realizing our 
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hopes than for the past several 
years. The last quarter of 1934 
showed an improvement in all lines 
of industry. Holiday buying was 
especially good and indications afe 
that spring business will be substan- 
tially increased. 

“Tt is interesting to note that trade 
associations, such as this one, have 
found a very favorable spot in the re- 
covery programs. In fact, there has 
never been a time when such associa- 
tions have been looked upon so favor- 
ably, as it is apparent that united 
efforts through such associations will 
materially assist in bringing about an 
economic recovery.” 


4 ¢ @ 


The old saying 


about “keeping an eye and ear to the 
ground” may be OK under some 
conditions, but when it comes to sell- 
ing diamond jewelry it pays to keep 
an ear toward the customer—at least 
that’s the experience of J. Loughrey 
Roberts, head of the John M. Rob- 
erts & Son Co., prominent retail 
jewelers of Pittsburgh. And if that 
ear detects anything that sounds like 
an order, be sure to make a note of 
it—at least a mental note. During 
the past holiday season, a mother and 
daughter came into the Roberts store 
and Mr. Roberts sold the mother a 
diamond bracelet for $1,250. Dur- 
ing the transaction, the mother made 
some remark which suggested the 
possibility of another order later. So, 
having made a mental note of the 
conversation and transaction, Mr. 
Roberts called her the day before 
Christmas and said he had a lovely 
brooch for $1,875. But his customer 
said she was afraid she was too busy 
to come down to the store the day 
before Christmas, so Mr. Roberts 
politely said he would save her all 
that trouble by sending it out. And 
the sale was made. 

Another woman customer, accom- 
panied by her prospective daughter- 
in-law, came in the store and pur- 
chased a $3,250 engagement ring. 
The bride-to-be was elated, but the 
mother-in-law, while expressing sat- 
isfaction with the ring, remarked, 
“For my part, I’d rather have a 
bracelet.” A few days later, Mr. 
Roberts saw that she got it. And a 
$1,650 sale was made. The only 
time that Mr. Roberts isn’t “all 
ears” is when he is talking, or riding 
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horses. And, boy, doesn’t he have 
some fine stable? 


a 


W. A. Sheaffer, 


president of the W. A. Sheaffer Pen 
Co., Fort Madison, Iowa, in the in- 
terest of re-employment throughout 
the nation, advocated the Selective 
Profit-Sharing Plan at the annual 
Sheaffer convention at Fort Madi- 
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son. The plan would affect over a 
million retail salespeople. He asked 
sales representatives to get dealers to 
adopt it throughout the industry. The 
plan is far-reaching in that it affects 
the sale of the better merchandise in 
stores through the payment to the 
retail salesperson of a percentage of 
the value of better merchandise, but 
does not apply to cheaply made prod- 
ucts. Mr. Sheaffer says: 

“One of the greatest obstacles to 
re-employment on higher wage scales 
is the fact that selling of better mer- 
chandise is in the hands of the sales- 
people behind the counter almost ex- 
clusively. What inducement is being 
given to this key point to make them 
sell the better merchandise? A bonus 
system will not do it, because a bonus 
system applies to merchandise sold 
without profit as well as at a good 














$9,000,000,000 








—All these nine zeroes combined still mean 
“nothing.” 

—But the numeral 9, placed in front of 
them, makes a huge total. 

—The income of the American people in 
1933 was $49,559,000,000. 

—Their income in 1934 was approximately 
$58,540,000,000. 

—This increase of 9 billion dollars is sig- 
nificant, to say the least. It proves that 
some progress has been made toward 
National recovery. 

—Of course, we're still a long way behind 
~- national income in 1929—$85,000,000, - 


—That sum may not again be reached for 
a long time to come. 
—But we're on our way. 
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profit. It also applies many times to 
articles not best for the customer to 
buy. If the sale of better merchan- 
dise is in the hands of the salespeople 
behind the counter, then a system 
that will get the best efforts and the 
best results from these people is the 
solution of selling a better item and 
helping the return of prosperity.” 


eet 


Advice that the 


London Diamond Corporation plans 
an increase of the price of rough of 
from 10 to 20 per cent in the near 
future was received from Amsterdam 
recently by Albert Goudvis, Goudvis 
Bros., 22 W. 48th St., New York. 
This importer, who is sole agent in 
this country for the product of the 
Dutch Diamond Combination, head- 
ed by Messrs. Asscher and Swaap, of 
Amsterdam, attributes this antici- 
pated increase in the value of raw 
material to an increasing demand by 
the manufacturers, leading to some- 
what higher price levels for finished 
goods. 

“Within the last month,” he said, 
“manufacturers have been buying 
especially melée of large size—from 
five-to-20-point stones.” 

Prompted by the success with 
which the plan of the Combination 
has met, this organization, which has 
up to now limited its output to sizes 
up to quarter-karat stones, will cut 
diamonds of carat size and smaller, 
Mr. Goudvis said. The .Combina- 
tion at present represents diamond 
manufacturers who employ in all 
about 2000 cutters. 
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Md 
Perhaps the most 


‘beautiful of all the garnets is deman- 
toid, a variety of andradite. Deman- 
toid is lower in hardness and higher 
in dispersion than any other garnet,’ 
says Robert M. Shipley in Gems & 
Gemology. Whereas the other gar- 
nets range between .024 and .028 in 
dispersion, demantoid possesses the 
figure of .057—greater even than dia- 
mond. A well-cut demantoid shows 
many rainbow colors. Flashing from 
the cool green depths of the gem, the 
spectra have a strangely beautiful 
effect. Demantoids are found usually 
in very small sizes; large gems are 
rare and valuable. Demantoid has a 
refractive index of 1.85, specific grav- 


ity 3.84, and hardness 6%. 




































W hat is the sales 


opportunity to be found in electric clocks by the retail 
jeweler? 

What are the advantages of this kind of timepiece? 
How is it regarded by the consumer? 

How do jewelers feel about present policies of dis- 
tribution in the electric clock industry? 

In an endeavor to find the answer to such questions 
as these, THE JEWELERS’ CiRCULAR-KEYSTONE some 
months ago engaged in a study of the problem of electric 
clock merchandising. The survey included an analysis 
of government statistics of clock production, indicating 
fluctuations in the quantity of electric clocks manufac- 
tured, it then being attempted to discover in what way 
these trends were a reflection of conditions in the retail 
trade—the point of sale to the consumer. Facts for this 
latter phase of the study were taken from the answers to 
a questionnaire sent to retail jewelers. 

The value of the study is chiefly in the way in which 
it traces the effect on consumer demand of manufactur- 
ing policies, and crystallizes varying retail opinion into 
more or less divided categories. It blazes the way clear 
for future constructive and aggressive merchandising of 
electric clocks, showing the main points of sales resis- 
tance which must be overcome, and points out to the 
dealer the course which in all likelihood will prove most 

* profitable for him. 

In 1927, when production of electric clocks first 
achieved significant volume (amounting to $1,621,212 
at factory), it was evident that the public was going to 
receive this new device with open arms. Two years 
later, 1929, production had jumped to $5,193,243. In 
1931 it had more than doubled the 1929 figures, reach- 
ing the high point of $12,904,750, which amounted to 
63.3 per cent of the value of all clocks manufactured 
during that year. The biennial census of manufactures 





electric clock production, from 1927 to 1933, to which 
have been added percentages showing the ratio of the 






- AND — 


gives the data for the following table of statistics of - 


OF ELECTRIC 


What Lies Behind the Cold Statistics of Pro- 
duction in this Industry? — Many Jewelers 
Contribute the Answer. 


value of electric clocks to the value of clocks of all types 
produced in the years indicated : 





Electric Clocks 


Per Cent of 
Year Number Value Value of All Clocks 
1927 87,333 $1,621,212 5.8 
1929 442,473 5,193,243 20.3 
1931 3,797,499 12,904,750 63.3 
4,793,315 42.3 


1933 2,006,252 





These figures, graphically illustrated by the block chart 
on this page, show that the general business slump which 
came late in 1929 had for two years practically no effect 
on the volume of electric clocks manufactured. That 
the product was made in increasingly large quantities 
during the first two years of the depression is attributable 
to the fact that electric clocks were a new and attractive 
article holding unusual desirability for the consumer. 
Other new industries in other lines have shown a similar 
disregard for the otherwise universal falling off in pro- 
duction. Gains in sales of air conditioning apparatus 
continued consistently throughout the general decline, and 
1933 figures showed almost phenomenal increases. Why, 
then, did production of electric clocks, which in 1931 
was more than half in value of all clocks manufactured, 
fall to but $4,793,315 in 1933, 42 per cent in value of 
the total production? This was a more than proportion- 
ate decline of 61 per cent, from 1931 to 1933, in electric 
clocks, the decrease in value of all clocks manufactured 
being 45 per cent for the same period. 

Production figures, therefore, when compared for these 
years, represent a definite swing in consumer demand, 
away from electric clocks, the sales of which were evi- 
dently in part replaced by spring-wound timepieces. The 









Illustrating the pro- 
portionate values in 
which various types 
of clocks were manu- 
factured from 1927 
to 1933: The first 
group, ‘‘Clocks, 
total,” shows produc- 
tion figures in mil- 
lions of dollars for 
the years indicated. 
The remaining three 
groups of blocks 
show how produc- 
tion of alarm, elec- 
tric, and all other 
clocks except alarm 
and electric, fluctu- 
ated within that 
period. 
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CLOCKS 


decline in the number of electric clocks 
manufactured was substantially less than 
the decrease of dollar volume, indicat- 
ing clocks of smaller unit value were made 
in 1933. 

The decline in electric clock sales was 
caused, primarily, by a flood of clocks of 
poor quality which hurt consumer con- 
fidence in the product. While the jeweler 
cannot hold the reputable clock manufac- 
turers in business today responsible for 
the loss of public acceptance which re- 
sulted from the sale of faulty mechanisms 
by firms of short life who cared only for 
a momentary exploitation of the public 
interest in electric timepieces, still he has 
just complaint against distribution policies 
which indiscriminately associated good 
clocks with bad in outlets of all types. If 
the clocks of conscientious construction 
had been sold only to dealers of prestige— 
jewelers and the better department stores 
—consumers would soon have discovered 
that good clocks were to be obtained solely 
from merchants of standing, and the dif- 
ference between the shoddy merchandise 
and clocks of reliable character would 
soon have been realized. It is true that 
some of the clock companies have now 











BIENNIAL STATISTICS OF CLOCK MANUFACTURE - 1927 to 1933 | 


By Class and Value in Million: 





Alarm - 13. 


Other - 12.9 
ita - 1.6 


Other - 9.6 


| Electric - 5.2 


Clocks, total - 20.¢ 


Other - 2.4 


Flectric - 12.9 


Clocks, total - 11.3 


Alarm - 5.1 


a Other - 1.3 


Electric - 4.6 





adopted strict policies of controlled dis- 

tribution, and the gratification of the jeweler in this re- 
spect is definitely expressed in the answers to question- 
naires sent to the trade on this subject. 

However, there remains the job of effectively selling 
the consumer the idea that the electric clocks now avail- 
able are of excellent time-keeping qualities. As one 
jeweler puts it, “Customers are suspicious of the electric 
clock because so many cheap clocks have flooded the mar- 
ket.” Historically, it is a matter of record that during 1929 
and 1930, and until about the middle of 1931, there was 
a mushroom growth of electric clock manufacturers—fly- 
by-nights—who bought motors of poor grade and, casing 
them cheaply, achieved great sales volume. This doubtless 
accounts in part for the abnormally high sales figure in 
1931. These clocks more often than not lacked any kind 
of lubrication system, and after about four months of 
service started to hum and then burned out. It is esti- 
mated that there were from 50 to 75 makers of clocks 
of this type, firms that went out of business about the 
time their clocks began stopping. Needless to say, con- 
sumers who had purchased clocks of this type had no 
recourse, nor had the merchant who had to take returns 
of these clocks. Thus the volume of electric clock manu- 
facturers, valued at the factory at more than twelve and 
a half million dollars, in 1931, fell to less than five 
million in 1933. As expressed by a retail jeweler, “The 
cheap or bargain price electric clock has perhaps been the 
greatest factor; next has been the jeweler, for we all 


THE JEWELERS’ CIRCULAR—KEYSTONE 
for March, 1935 _ .- 


41 


started out with the electric, and boomed it, but to our 
sorrow we soon discovered that it appeared in every dime, 
variety, drug store in the country, and as a result we re- 
versed and turned to the spring clock.” The retail jeweler 
naturally resents being used to build up the conception of 
quality and value around a product, only to have this con- 
ception used against him by a price-cutting competitor 
who slashes an established resale price and reaps a large 
volume due to the idea of the desirability of the article 
created by the ethical merchant. 

This attitude is reflected in many of the comments writ- 
ten by jewelers in answer to the questionnaires. On the 
other hand, it has been the experience of other merchants 
that consistent promotion of electric clocks has led to’ 
steady increases in their sales, to the point where few 
spring-wound clocks are sold. Generally speaking, opinion 
as to the relative merits of the two types of timepieces, as 
well as sales of each, is about evenly divided. One 
jeweler describes his selling policy as follows: 

“We stress the time-keeping qualities of self-starting 
electric clocks and the very little trouble with current, 
also the lack of winding with almost always nearly per- 
fect time. We also tell them (customers) the duration of 
spring-wound clocks in the past and the satisfaction that 
they have given their owners, telling them that of course 
we cannot tell the duration of electric clocks except by 
the past, and when we are asked about the possibility of 

(Turn to page 95) 








JEWELS 
ADD 
LUSTRE 
TO THE 
STARS 
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Metro-Goldwyn-Mayer Photo 


Above—This beautiful moving picture star 

wears charming, colorful jewelry to set off her 

white evening gown. Necklace, bracelets, 

rings and clips are blended into a delightful 

effect against the white background of the 
gown 


Right —A_ charming 

clip and bracelet give 

just the desired effect 

to this evening gown 

with its sweeping 
train. 





Left— This hostess 
gown of Elizabeth 
crepe in black, with 
sleeve ruffles and 
high collar of tucked 
and ruffled moussline 
de soie is set off with 
clip bracelets and 
ring. 


Paramount Photo 
Photo by R.K.0. Radio Pictures 














M-G-M Phote 





M-G-M Photo 


Above—An adaptation of antique design is seen 

in the bracelets of woven gold threads. The 

circlets are worn in pairs and the medallion 
effects are charming 


Left—Modernistic clips, bracelets, wrist watch 
and ring give the proper touches to this simple 
and charming gown 





Below—This evening frock in black 
souffle with ruffles swinging to the 
back forming a long train is enhanced 
by the bracelets, ring, tiara and clips 








Left—Diamond and emerald 
drop. earrings, pearl neck- 
lace, diamond and sapphire 
bracelets and rings are all in 
platinum mountings. 


Paramount Photo 





PLANNING PLUS PLOWING] P 


INCE 1910 social movements of heroic proportions by 
have hit United States hard. ‘The World War—a The Observer 
post-war slump followed by a huge industrial and finan- 
cial boom—the Market Crash followed by several years 
of depression which ended—well, set your own date for 
its finish. 

Back in 1910 marriages took place at the rate of 10.3 
per cent per 1000 annually. This dropped to 9.2 per cent 
in ’30—to 8.5 per cent in ’31—then to 7.9 per cent in ’32 
—and continued to fall off up to within later months of 
1934 when the curve started rising. As a whole, mar- 
riages during the depression were considered 25 per cent 
off, though in 21 states they rose 4 per cent in ’33. 

This means something to the jewelry industry, whose 
business is founded on sentiment and the obligations of 
families to their own members as well as their friends— 
for with a million more young men and women married, 
who normally would be, jewelers would be getting faster 
turnover. 

Notwithstanding the fact that business so far in 1935 
is improving fast and all major national surveys point 
out ’twill be far better as April and May come closer— 
there’s still a big job to be done. Nineteen hundred and 
thirty-four was 15 per cent up over 1933 in retail, cov- 
ering all lines. 

As is always the case, a few jewelers will do a very 
thoroughly planned merchandising job, but as, too, is 
always the case, they will be the minority. 

Fortunately several red-letter days loom up on the 
jeweler’s calendar. Let’s see—there’s Easter—Mother’s 
Day—Father’s Day—and the usual seasonable weddings 
—‘for in the spring a young man’s fancy lightly turns to 
thoughts of love.” 

Unfortunately the middle class has become too cau- 
tious and conventional in their attitude toward marriage, 
for they are greatest in number, and as days go on their 
ranks rise rapidly. Marriages are being delayed, so to 
speak, for today the average marriage age is 24 years for 
the brides and slightly under 27 for grooms. Obviously, 
young sweethearts are waiting to acquire nest eggs, and 
wages of today are modest at best. 

Meanwhile there are dozens of ways to get what busi- 
ness those courageous enough to plunge in matrimonial 
seas bring about. This spring more retail jewelers are 
going after this business, for The Observer knows of 
greater efforts being put forth in Florida, Illinois, Ohio, 
Massachusetts and Wisconsin. Other cities and states 
will follow—for competition is the spice of life of trade. 

How does one get this business that always accom- 
panies weddings? Especially church and formal wed- 
dings with their attendant receptions and gay prior and 
post-date parties? Well, only recently news reached me 
of a Texas bureau offering prospects’ names for as low as 
$1 a hundred. While there exist dozens of bride-name 
services, of which R. L. Polk lists are perhaps most preten- 
tious, the retaining of such services is not exactly essen- 
tial. The greatest fault with many such services is that 
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Spring Selling Events 
FLOWER SHOWS—siar: ng about 





last two weeks in March, in many of the 
larger cities of the country Spring is usher- 
ed in by numerous flower shows sponsored 
by women’s clubs and garden enthusiasts 
Many are the alert jewelers who have 
arranged to have their silver used in table 
settings shown on these occasions. Flowers 
and silver in the window display complete 
the tie-up. 

EASTER—A late Easter means a better 
chance for pleasant weather and larger 
throngs of shoppers in a Spring buying 


mood. Reflect the Easter Spirit in your 
windows, your ads and in your disposition 
during the weeks before and after 
April 28! 


MOTHER’S DAY—this occasion of deep 


rooted sentiment is a buying “must’’ fo 





on and daughter. For your Mother's Day 
selling theme, stress the enduring appre- 
ation felt by the recipient for the gift 
\f jewelry 

COTTON WEEK— Stores the country 
over will be plugging King Cotton the 
week of May 6. Gay, light, summer jeweir 
should be presented with effective fab 
jisplays at tnis time 


SILK REVIEW—siik. the textile of 
luxurious splendor, is apt background for 
a display of precious stones. March 18-23 
will be the time for nationwide store pro 
Cooperate! 


motions of silk 
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they are late. Most jewelers can get the names of local 
brides more quickly themselves, but it’s work—but work 
worthwhile. 

The cultivation of patronage from high school and col- 
lege students is not only a wise, but positively essential 
effort. February’s issue mentioned a California jeweler 
who provided a college cheer-leader with a megaphone 
across the open end of which appeared the jeweler’s name 
in silhouetted letters. That, dear reader, was an idea— 
yes, sir—one of the best. 

Jewelers who are not doing anything about cultivating 
the goodwill of all the women’s clubs in their trading area 
are sleeping at the switch, for those that are doing it 
thoroughly are cashing in. Talks on table-settings, at 
which time jewelers provide silver, china, and glass from 
their store’s stock, can invariably bring out a large at- 
tendance whatever the weather. Housewives are hungry 
for new, up-to-the-minute ideas, knowing it takes far more 
than mere recipes to put a dinner on in appetizing fashion. 
While dining rooms are the social heart of the home— 
inspiring talks on their appointments will win individual 
interest plus applause. 

All manufacturers know the tie-up ads run by retailers 
put the pull into their national campaigns. Send for their 
very newest newspaper mats today! 

There is encouragement in the fact that distribution, 
both retail and wholesale, continues to show advances of 
10 per cent to 15 per cent over this time last year. 

For 1935, scores for first month show department stores 
up 1.1 per cent—stock and security prices holding at 9 
per cent higher than a year ago—steel up 19 per cent— 
automobile industry up 82 per cent—steel production, 
car-loadings, electrical output—all up over last year. En- 
couraging, eh? 

Well, true wisdom is to know what is well worth 
knowing and to do what is best worth doing. That old 
adage that a man must make good or make room still 
holds good. Jewelers must give the buying cue to the 
curious. How? By educational or price-featuring mail- 
ings—descriptive leaflets or periodical persuaders. By eye- 
catching window trims and inviting interior display ar- 
rangements. Start with a St. Patrick’s day window that 
will make competitors green with envy! 

Do you know that you can distribute circulars now by 
Jim Farley’s letter carriers? Under authority of an ex- 
ecutive order by Jim, says the Retail Ledger, the post- 
office will distribute any number over any routes prescribed 
by you, at two cents for the first 500 and one cent each 
thereafter. No addressing required. 

The makers of well-known brand-name merchandise all 
employ merchandising brains and ad-creators for your 
benefit. If you are not seeking sound advice from them in 
these matters you’re delinquent. It takes effort, but if 
you want more business you must not only organize but 
agonize as well. There’s no elevator to success—you 
must take the stairs. If you’re marking time the parade 
will pass you by—so get in step if you would succeed. 
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Jewelry Trade Publicity 


HILE other industries are tak- 

ing advantage of every oppor- 
tunity to publicize their products by 
newspaper and magazine advertising 
and over the radio, the jewelry trade 
has done nothing along this line in 
a cooperative way since the National 
Jewelers Publicity Association sus- 
pended its work because of lack of 
funds after several years of service to 
the trade. 

Is it not high time that this mat- 
ter be given renewed consideration 
and a movement inaugurated to make 
the public think and buy jewelry? 
In order that a campaign to bring the 
jewelry trade back into the public 
eye be a success, it must of necessity 
have the whole-hearted support of the 
entire industry. In our opinion it 
could best be sponsored and conducted 
by one of the national trade associa- 
tions and directed by men who are 
associated with the jewelry industry. 

A plan for such a campaign is now 
being considered by the American 
National Retail Jewelers’ Association 
in which, if the ideas are carried out, 
the entire industry will be asked to 
take part and in which all branches 
will benefit. Of course such a cam- 
paign will need financial support, but 
if it is conducted in the right way it 
can be carried on with an expenditure 
which will be in keeping with the 
benefits which will come from such 
work. 

Every retailer can do his part in 
his local trading area through his local 
newspapers. Every manufacturer, 
wholesaler and importer can be help- 
ful. It is our opinion that such a 
campaign is needed more now than 
ever before and that it would prove 
of great benefit. It would certainly 
have the support of THE JEWELERS’ 
Circucar-KeystTone if carried out 
along the lines above outlined. 

One of the planks in THE Jewet- 
ERS’ CirCULAR-KEyYsTONE platform 
calls for the dissemination of accurate 
publicity and press reports which will 
mean the protection of the trade 
against false and harmful newspaper 
and magazine stories. 


An example of the harmful pub- 
licity that appears from time to time 
in the newspapers is discussed on 
pages 52 and 53 in this issue of THE 
JEweLers’ CIRCULAR - KEYSTONE. 
One feature of a publicity campaign 
for the jewelry trade would be to, 
where possible, present publicity of 








EASTER 


—The lateness of Easter this year may be of 
economic value when we consider the year 
as a whole. 

—An early Easter would undoubtedly have 
meant a longer mid-year let-down. 

—A late Easter should carry the Spring rise 
through to early Summer, thus lessening 
the breach between the Spring rise and the 
bigger Fall rise which is generally an- 
ticipated. 

—Consumer purchasing power is considerably 
improved over a year ago. 

—Factory payrolls are showing a rise, and will 
probably go still further. 

—Thus there is every reason to anticipate a 
good Spring business. 

—lI still maintain that 1935 will be a better 
business year than 1934. 

—And with profits for those who are wise 
oe to adjust themselves to the new 
trend. 


Sate tT 


President. 














this kind and to at all times refute 
such articles. 
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Gold Clause Decision 


T is rarely that a decision by the 

United States Supreme Court has 
attracted more attention than have 
the findings in the gold clause opinion 
handed down Feb. 18. These cases 
presented the question of the validity 
of the Joint Resolution of the Con- 
gress of June 5, 1933, with respect 
to “gold clauses” of private contracts 
for the payment of money. 

During the period while the de- 
cision was pending there was some 
uncertainty at first. Refiners in most 
instances saw no possibility of the 
price of gold being reduced, while 
others were for a time somewhat 
fearful and there was at first a wider 
than normal spread between buying 
and selling prices. 

Among the manufacturers there 
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was much interest in the outcome and 
the decision should have a beneficial 
effect. It was felt that if the price 
should drop off in the event of an ad- 
verse decision, the manufacturers 
could produce articles with larger 
gold content and maintain present 
prices, or reduce the price of jewelry 
in proportion to the reduction in the 
prite of gold. 

In the retail jewelry trade those 
who buy old gold noted an increase 
in the amount turned in by the public. 
Where there was any fear of a re- 
duction in price, apprehensive retail- 
ers disposed of their holdings as 
quickly as possible. 

Any fear that may have existed 
has been quieted by the decision and 
the situation may now be looked upon 
as more or less a state of mind rather 
than an actual menace to the trade. 
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1934 Diamond Imports 


IGURES are now available on the 

diamond imports for 1934, and if 
they can be taken as an indication of 
returning prosperity they are encour- 
aging, because they show an increase 
in the value of both the cut and un- 
cut stones as‘compared with 1933. 

Total imports for the year reached 
$12,640,178, as compared with $10,- 
018,355 in 1933. Of the former 
amount the cut gems are placed at 
$9,900,900 and rough at $2,739,278 
as contrasted with 1933, which 
showed total imports of cut diamonds 
valued at $8,360,283 and uncut gems 
at $1,658,072. 

The difference of $2,621,823 in the 
total imports for 1933 and 1934 is 
of minor importance when contrasted 
with the figures for the boom years 
in the diamond trade, but that the 
figures show an improvement over 
1933 is worthy of note. 

The December, 1934, import fig- 
ures which complete the total for the 
calendar year show receipts of cut 
gems of $860,942 and of uncut stones 
valued at $19,123, making a total of 
$880,065. The December total is the 
‘smallest for the year with the excep- 
tion of April, when the receipts 


reached only $725,048. 
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Pulling Together for Mutual Benefit 


“COORDINATION of Code Administration in the various branches 
of the industry—that is, the integration of fair trade practices, pro- 
visions and terms that are the same for all competitive branches; 
and uniformity of definitions and descriptions.” 


THE above quotation is an important plank from the platform of THE JEWELERS’ 
CIRCULAR-KEYSTONE published in the January issue. 


Every branch of the jewelry industry will go farther and get there more quickly by 
pulling together rather than by working at cross purposes. The careful coordination of 
code administration in our trade in such a way as to work out for the best interests of the 
trade as a whole is a matter which should be given the most painstaking attention, and, 
where improvements can be made in the codes, they should be worked out for the mutual 
benefit of every branch. Unified fair trade practices, provisions and terms that will 
best benefit all parts of our trade will go a long ways in eliminating many of the evils that 
have existed in the past to the detriment of the craft. 


The adoption and use of descriptive terms which mean the same thing to buyer and 
seller and describe accurately the articles to which they apply has been advocated in THE 
JEWELERS’ CIRCULAR-KEYSTONE for years But it is only through coordinated effort that 
our industry will reach its goal. Pulling together will get us there. 
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SPRING SELLING PLANS f 


F Np jeweler has been using a single adver- 
tising plan, comparatively inexpensive, that has been 
surprisingly effective in bringing back former customers 
to the store. This plan involves the mailing of some 15 
letters a day, week after week, to the customers on the 
store’s books who have not been in to make a purchase in 
the last year. These 15 daily letters are personal form 
letters. They are typed individually and written in as 
friendly a manner as the acquaintance of the store and 
customer fits the case. The letters are short, sweet and 
snappy. 
+ ¢ 
ETTY, the Jeweler, 116 North College Ave., Fort 
Collins, Colo., joined with thirteen other merchants 
last year in promoting a most effective and attention- 
arresting National Thrift Week page advertisement. 
Each advertiser was given space on an individual repro- 
duced “reminder pad.” No cut-price advertising was 
used, all advertisements leaning to the theory that true 
thrift implies wise and careful buying. Mr. Petty drew 
“Saturday” as his reminder pad. His suggestion was: 
“Start the day on time—and be on time every day this 
year. For 38 years we have cleaned, repaired and ser- 
viced watches for Fort Collins patrons—we can fix yours, 
too. Depend on us to keep you on time this year.” 
¢ #¢ 
RTHUR H. DIBBERN, one of the leading jewelers 
at Glendale, Calif., says he can make his windows 
more effective by rare gem displays than by any other type 
of merchandise display. An example of the effort put 
forth was shown last spring in securing a dozen speci- 
mens of Bentoite crystal. These are found only one 
place in the world, in a semi-arid, mountainous section 
infested with rattlesnakes. These placed in the window 
with explanatory cards brought a large number of people 
to the store. 
4 4 
444F your entrance door swings right, place your case of 
hollowware on the left; if the door swings left, re- 
verse the position of your hollowware display.” This is 
the advice of Ray Kortz, Kortz Jewelry Co., Denver, 
Colo. “Hollowware must be placed in the ordinary 
jewelry store where every customer can see it, if sales 
are to be made to any extent. Thus, we place our hol- 
lowware display where the eye strikes it as soon as the 
door is opengd¢ The wallcase containing the display is 
set about tefeet back fromm the door. Cards bearing the 
word ‘G ity. ber..pAll attention.” 
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Many jewelers are concentrating on the 
ideas on these pages we offer 
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HE display principle followed by Dan 9! Park, Chey- 
enne, Wyo., for his “hot spot” table is a parade through 
the year of seasonable merchandise up to $5. During 
Frontier Days, greatest of Western rodeos, souvenir nov- 
elties are promoted. Items which do not suffer from 
handling are usually shown. One of the great appeals of 
this table is in the fact that the public has the oppor- 
tunity to pick up things. Mr. Park every now and then 
departs from the rule and displays sterling silver. The 
“hot spot” table is oval. The “hot spot” of the store for 
sales is, Mr. Park has determined, about four feet within 
this. All customers must pass the table, and open displays 
sell rapidly. 
4 * 
A BEAUTIFUL window, featuring some of the finest 
examples of the silversmith’s art, at Plumb’s 
jewelry store, Des Moines, Iowa, is the center of in- 
terest of newlyweds and home owners. The most striking 
part of the display consists of fourteen sterling silver 
knife and fork units, paired on gray-cloth pad panels at- 
tached to a glittering plate glass panel, which in turn is 
suspended by shining sterling silver chains. The glass 
panel is about four feet in length, hangs about two feet 
above the level of the window and six inches back from 
the outer glass. 
© 4 
ANES are proving an extremely profitable side line for 
the Syman Bros. Jewelry Co., Denver, Colo. By in- 
troducing a line of canes this firm has recently built up 
a large volume of business on gold and silver head mount- 
ing work. The line was introduced in a novel window 
display in which the showcards played up the idea that 
short, heavy men could minimize their appearance of 
“stubbiness” by carrying canes. Another very successful 
appeal made was that a man can protect himself against 
bandits with a good heavy cane. ‘The time is ripe for a 
return of the cane fad and jewelers cannot afford to 
overlook the selling opportunities afforded by the revival,” 
Manager Capt. Ted Syman declared. “The canes them- 
selves offer a good profit.” 
* ¢ 
HE is an idea from the Hattiesburg, Miss., Cham- 
ber of Commerce in which retail jewelers can take 
part and thus increase their sales. March 21 is the first 
day of spring. Last year nearly all the merchants of 
Hattiesburg put on a big trade day. It was called “My 
Day.” “Buy something for yourself on ‘My Day’” was 
the slogan used. The idea will be repeated again this 
year. 








problem—How can | increase my spring and summer sales? . . In presenting the 
Suggestions that have been found profitable. Try some of them in your store. 
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Old Masters Photo 


in Silver: 


A window honoring, in the traditional manner, the Golden Wedding 
Anniversary. The picture shows an aged couple in a setting of summer 
flowers. Their benign and happy faces bear eloquent testimony to that 
* loyalty and fidelity of fifty years of wedded life which custom honors 


with a gift of gold. The display shows gifts of gold in a pleasing arrange- 
ment, including not only practical gifts—a water pitcher, a coffee set, 


and gold thimbles—but also gold beads, a gold vanity case, and a gold 


lipstick for the very modern and very grand grandmother. 


The sales 


appeal in this window involves one of our most cherished ideals. A 
similar display might be made with silver gifts for the twenty-fifth 


wedding anniversary. 


NNIVERSARIES ... 


Pitsinnnuies spell opportunities 
for the jeweler, and he should be sure that he is taking 
full advantage of them. There are so many occasions in 
a lifetime which take on added importance when marked 
by the presentation of a gift of jewelry—occasions when 
that gift seems the only one fine enough to commemorate 
it. The jeweler contributes a considerable share of pleas- 
ure and happiness to these occasions by aiding in the 
thoughtful selection of gifts. Anniversary occasions such 
as birthdays, engagement and wedding anniversaries call 
for the ultimate in gifts. 

Most of us are really very sentimental human beings 
deep down in our hearts and we love to be sentimental and 
foolish over certain events and certain people. We like 
to lose our heads and buy an extravagant present for one 
we love. The jeweler who understands this feeling and 
lends a sympathetic ear to his customer’s wants and sin- 
cerely tries to help in the selection of these gifts will find 
himself greatly in demand in his community. 

The best means of telling your customers that your 
shop stands for a friendly interest in the customer’s needs 
is through your window displays. Dramatize the senti- 
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ment and sweetness of anniversary occasions in your win- 
dows. Be friendly and sentimental yourself through your 
plate glass. All of these occasions lend themselves to 
dramatic displays which will also sell your fine merchan- 
dise. 

Everyone has birthdays, and even though people don’t 
always like to admit the years they number, they like to be 
remembered on that day. And there are gifts for every- 
one in the jewelry shop. There is a lovely custom, which 
should be encouraged, of building up a silver service for a 
little girl—a piece each birthday until it is complete—or 
a pearl a year until she is the proud owner of a matched 
necklace. 

There is also, of course, silver and jewelry for the 
children to use and wear at once to encourage an apprecia- 
tion of fine things at an early age. There is the thrill a 
little later on of getting one’s first watch. As we get 
older, our friends and relatives feel we deserve still more 
lasting and finer presents, and who can better supply these 
than the jeweler? Encourage the wearing of birthstones 
by displays which suggest them as appropriate birthday 
gifts. 
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Polly Pettit shows how Annniver- 
sary Windows may be made 
Sales Assets 


Wedding anniversaries do not enter the jeweler’s do- 
main very much until they signify quite a number of years 
of married life. It has always seemed to be too 
long to wait until the seventy-fifth wedding anniversary 
for a gift of diamonds. The fact of the matter is, we 
don’t wait, but present the proud young mother with a 
diamond on the arrival of each new baby. The traditional 
anniversary presents seem all wrong. It is possible that 
this selection would be an improvement: 


NE 5 oa Guts seks euseawnweeens Silver 
ia wyiesacaiulen os epolana meee Gold 
ar paeriee eat om perry Se wk Sapphire 
Mn" \~ i cutiteusndieas aig. woe Emerald 
Beer re, cere rer Ruby 
a  ‘gunbewekeandwsae eyes eel Diamond 
me" \ ccekests1ccaaneeaeeeed Pearl 

If the jeweler wishes to include stationery, leather, 


bronze, crystal and china, he may do so at the first, second, 
third and fourth years with great advantage to himself. It 
should be suggested to the jewelers’ associations that they 
give thought to the establishment of this custom to the 
added pleasure of the recipient and the added profit of the 
jeweler. 

What about engagement anniversaries? What wife 
would not be proud and pleased to have her husband re- 
member this date with a gift of jewelry? Suggest this in 
a window display. It may put ideas in the heads of those 
devoted husbands! 

Those husbands, too, should come to you for help in 
selecting testimonial gifts and other business presentations. 
Occasionally show a selection of merchandise in your win- 
dow appropriate for such presentations—silver cigar and 
cigarette boxes, humidors, desk sets, clocks and watches, 
etc. 

There is still another side to this business of anniversary 
observance. The jeweler, himself, must have his moments 
of sentiment when he celebrates the anniversary of the 
modest beginning of his now flourishing business! This, 
of course, gives him an opportunity to remind his customers 
how long and how well he has served them—and it also 
gives him an opportunity to remind them of the jeweler’s 
peculiar position in the community. The jeweler is more 
than a merchant. He contributes to the happiness and 
sentiment of the most sacred occasions in life. 





Old Masters Photo 





‘ An anniversary window showing a painting of an heirloom tea set made by a company 


eighty years ago, commemorating their long established prestige. Every jeweler has 
made important sales of merchandise in years past. Either a tea set or other silver 
service or a diamond sunburst, or something, the style of which dates it as of a good 
« many years past. This merchandise might very readily be recalled for display purposes 
since most old customers would be pleased with the distinction such a display would 
afford them. A courtesy card should be shown or not depending on the customer's 
wishes. In this way the jeweler can call eloquent testimony to the many years he has 
been in business, adding prestige to reputation on the occasion of some anniversary. 
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A GSR BS PE 


What We Did 


1. Obtained interview from Sydney H. Ball, 
diamond authority, for newspaper state- 
ment. 

2. Checked National and Columbia Broad- 
casting Stations to prevent erroneous 
broadcasts. 

3. Secured technical report from Robert M. 


Shipley, president of the Gemological In- 
stitute of America. 





4. Contacted news picture agencies and cor- 
rected captions on photographs. 


5. Sent out article over United Press giving 
facts about efforts to produce diamonds. 








: and diamond dealers 


were far from pleased when the newspapers throughout 
the country on Feb. 8 printed an article alleging a new 
discovery whereby diamonds can be made artificially. 

This article, preceded by bold headlines, was a dis- 
patch from London, dated Feb. 7, in which Victor 
Jourado, said to be a gem expert of that city, announced 
that “The centuries-old dream of the successful manu- 
facture by man of synthetic diamonds equal to genuine 
stones has been achieved by an unnamed scientist,” and 
proceeded to assert that merely by “varying the process, 
not only diamonds but most beautiful synthetic rubies, 
sapphires, turquoises and topazes can be produced by 
use of intense heat.” 

In the dispatch Mr. Jourado is quoted as saying that 
“My first customer for these ‘diamonds’ was an American 
woman who wore a diamond ring worth $60,000—I 
offered her one apparently identical for $250.” 

A few days later Stern Bros. & Co., prominent New 
York diamond importers, received a cable from I. Hen- 
nig & Co., London brokers, stating that the Jourado 
stones were easily analyzed as synthetic white spinels. 

In discussing the newspaper report, Robert M. Shipley, 
president of the Gemological Institute of America, said: 

“Even if conclusive proof of the manufacture of an authentic 
reproduction of diamond could be properly presented to the 
scientific world, it would not be ‘real’ but a synthetic diamond. 
No such proof is now generally accepted, although, lasting over 
a period of at least 40 years, efforts have been directed toward 
the creation of such a synthetic product. No claim that these 


have yet been made except in sizes too small for gem purposes 
has ever obtained scientific notice and it is more than doubtful 
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“SYNTHETIC DIAMOND” STORY 
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if this recent claim is any exception. Indeed, the formerly ac- 
cepted conclusions of early experimenters who reported the pro- 
duction of synthetic diamonds are now challenged by prominent 
scientists. 

“Synthetic diamond must be composed of the same element as 
the genuine, i.e. carbon, and must possess the same properties, 
notably hardness and index of refraction. It would have to be 
sufficiently hard to scratch other diamonds and its index of 
refraction would have to be very close to 2.4. Moreover, X-ray 
photographs obtained by special processes must necessarily re- 
veal the same atomic structure as possessed by the genuine gem. 

“The press report states that ‘the successful manufacture by 
man of synthetic diamonds equal to genuine stones has been 
achieved by an unnamed scientist.’ The fact that the scientist’s 
name is not mentioned is sufficient to cast grave doubts upon the 
authenticity of the statement. Later in the report we read that 
‘He evolved a compound which when subjected to certain secret 
processes was transformed into diamond-hard crystals.’ A com- 
pound would not produce diamond unless the transformation 
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ANOTHER FAIRY TALE... ... 


resulted in the breaking down of such a compound of elements 
in such fashion as to be all the single element carbon. The term 
‘diamond-hard’ would indicate an avoidance of accuracy in 
presenting the claim. The outright statement that the ‘synthetic’ 
product possesses exactly the same hardness as diamond obvious- 
ly has been avoided. 

“The next statement in the press report entirely explodes the 
possibility that the mysterious, unknown scientist has success- 
fully produced a synthetic diamond. The statement reads, ‘He 
pursued this research, gradually evolving a synthetic stone 
amazingly like a true diamond.’ To many persons the colorless 
zircon is amazingly like a true diamond. So also might colorless 
synthetic sapphire and synthetic spinels be considered, in that 
they are amazingly more like the true diamond than is rock 
crystal, for instance. Further statements in this report that by 
varying the process ‘beautiful and convincing synthetic rubies, 
sapphires, turquoise, and topaz can be produced’ would indicate 
that whatever substance had been produced could be changed 
in color so as to also represent these latter stones, but are not 
necessarily synthetic reproductions of them. 

“A telegraphic report from London coming from responsible 
diamond brokers under date of February 13 states, ‘Jourado 
stones easily distinguishable as imitations. Have been analyzed 
as synthetic white spinels. Market absolutely undisturbed.’ 
This verifies the supposition expressed above that the manufac- 
tured stones mentioned in the press reports were a synthetic 
substance approximating in their properties (1) synthetic corun- 
dum (sapphire or ruby), or (2) synthetic spinel or (3) synthetic 
stones whose properties vary between the properties of (1) and 
(2), all of which have been marketed for several years. Such 
a stone would possess so much lower a refractive index that the 
maximum brilliancy it could possibly exhibit by the most skillful 

























Fennrvary 10, 1935 


SEARCH FOR 
SYNTHETIC GOLD 


And Diamonds, 
but So Far— 


NO PROGRESS 


FROM A SPECIAL CORRESPONDENT 
Crouching over retorts and crucibles in 
various $s itain, men are trying to 
find the recipe for synthetic gold. 
Artificial rubies have been achieved, 
pearls can be cultured, and now, latest of 
all, comes the imitation diamond scare. 








Too, 





days! 
At some time. during the near or distant 
future, a will-o-the-wisp may materialise . . . 


**NO EXPERT DECEIVED ”’ 
“No dealer or expert, would a ¥ 
them.” Mr. Ward told ‘me a 
And I was shown tests with te refracto- 
meter, which measures the diamond’s refrac- 
tory rays, and a special instrument for test- 
ing hardness, 
Mr. Leycester Antrobus, of ent-place, W. 
a diamond expert for fonty five feare’ told me: 
w, and the 












“The new ‘discovery’ is not ne *. 
Stones have nothing in common with 3. 2n, The 
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with the result that the surface of the imita- ree is Ston, 
tion stone was badly scratched. etai7 ante” Pre ams 
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cutting could be mistaken for that of the diamond only by most 
unobservant laymen. 

“Recent skepticism regarding any successful production of 
even microscopic synthetic diamonds is also not difficult to ex- 
plain. With the establishment of tests dependent upon dis- 
coveries which have attended the recent pronounced development 
of optical mineralogy, certain scientists point out that without 
the aid of present optical tests, ascertainment of the true nature 
of the microscopic specimens produced by Moissan and other 
earlier experimenters was then impossible. 

“For many years after the production of an artificial substance 
resembling diamonds by Henry Moissan in 1897, and the im- 
mediately subsequent work of Sir William Crookes and Sir 
Andrew Noble, the scientific world generally accepted their 
identity as synthetic diamonds. However, Sir William Crookes in 
his book ‘Diamonds,’ published in 1909, states that ‘the largest 
artificial diamond is less than one millimeter across’ and also 
that such stones ‘sometimes broke after their preparation,’ an 
indication of unusual internal strain. Because of the exorbitant 
expense and the failure to produce diamonds of sufficient size 
to be of any appreciable value these experimenters probably 
then turned to other fields. 

“Sir Charles Parsons later repeated the efforts of Moissan 
and others with no success. In an address before the Microscopi- 
cal Society in April, 1924, he stated that he had been trying to 
make diamonds for 20 years. He had spent $100,000 upon experi- 
ments, and had come to the conclusion that nobody had ever 
made diamonds. In his opinion, Moissan and Crookes had both 
been mistaken. 

“Alpheus F. Williams states in his ‘Genesis of the Diamond, 
published in 1932, that ‘Grave doubts are now felt as to the 
justification for the claims, many holding that there has been no 
clear proof that the crystals produced were diamonds.’ 

“J. R. Sutton in his ‘Diamond a Descriptive Treatise, 1928, 
states, ‘It is doubtful if they be diamonds at all, more likely a 
kind of carborundum.’ 

“In 1932 it was reported that Dr. Ralph McKee of Columbia 
in an effort to produce a high class abrasive had produced 
artificial diamonds, the largest of which weighed .05 of a carat 
—in its crystalline or ‘rough’ form, of course. It is doubtful 
if such stones were synthetic diamond that they could have 
been cut, as even the smallest melee. Detailed reports of the 
necessary tests to prove their identity as synthetic diamonds 
were not released to the scientific world. 

“Dr. Brauns, the famous German mineralogist, and Dr. 
Hoffman had previously questioned the results of the earlier 
experiments, the general principle of which had been used by 
Dr. McKee. Dr. Edward H. Kraus, the famous American 
mineralogist, pointed out that detailed proof had ‘not been 
presented by Dr. McKee which could be accepted by mineralo- 
gists as incontrovertible evidence that they were synthetic dia- 
monds, and mentioned that such proofs must reveal similar index 
of refraction and identical crystal structure. 

“The cable report from London that the Jourade stones are 
but the well known synthetic spinels will furnish sufficient proof 
to the trade of their ineffectual nature as a substitute for dia- 
monds. Probably the material has been or will quickly be 
identified in England by the Gemological Laboratory of the 
London Chamber of Commerce, by a scientific society, or by 
an outstanding scientist as synthetic spinel or a synthetic material 
possessing somewhat similar properties.” 


Chamber of Commerce Statement Shows “Synthetic 
Diamonds” to be White Spinels 


Lonpon, Feb. 10—So much prominence was given the 
reported manufacture of synthetic diamonds in this city 
during the week that steps were taken by the diamond 
and jewelry trading interests to counteract any ill effect 

(Turn to Page 62) 














T is seldom, after finishing an address on merchandising and selling, that I am 
not approached by a member of my listeners asking these questions: 
Are salesmen born or made? Can the science of practical salesmanship be taught? 
Is not the knack of pleasing people an hereditary trait? Are not some people born 
with it and some without it? Is not that old saying, “Salesmen are born, not made,” 
well said? 

My answer to these questions is that if the old saying has any basis in fact we 
might as well sit idly by and wait for some occult law of nature over which we have 
no control to send us enough “natural born” geniuses in salesmanship to man our 
institutions and control our counters. 

We all pay respect to the “self-made” man; but it’s usually the case that self-made 
men get a great amount of help outside themselves. It’s safe to say that no one man 
would get far without help from others or through others; the only difference being 
that self-made men are wise enough to avail themselves of all the help they can get 
while others neglect it. 

Some men, of course, may be self-made by their being strong men, successful men, 
but they were “made” all the same. The germs of the constructive faculties which 
were born in them were developed, trained and strengthened in a sort of hit-or-miss 
fashion until these faculties became far stronger. 

If this training and developing can be done scientifically, systematically and artisti- 
cally instead of in a hit-or-miss fashion by the individual’s own unaided powers, we 
then have the science of the thing. 

Salesmen are “made” by training of some kind. 

“Salesmen are made, not born” would be nearer right than saying that “Salesmen 
are born, not made.” Salesmen are born and made would, I think we all agree, be 
nearest the truth. . 

Many simply drift into selling because they have nothing else to do and make good 
because they had to. The lash of necessity was on their back. It was a case of sink 
or swim, survive or perish. They simply followed the rules of the game and plugged. 
The firm helped them to help themselves, consequently we find a joint product. 

What grade of salesman a man becomes, of course, is entirely another thing. 

Salesmanship is a science and, therefore, it is possible to teach it. Some will be 
apt pupils in the study of salesmanship, some will not, as in all branches of study. 
A poor student of law or chemistry is no argument against the fact that law and 
chemistry are sciences, or against the fact that these sciences can be conveyed or 
taught to others. 

John Wanamaker wrote, “There are no born merchants.” The great man A. T. 
Stewart who founded the business where I am spending my time in New York City 
was a school teacher. His going into business was to recover a loss of $2,000 he had 
loaned to a friend; but he was an educated man.” 

Hence Mate, Cavalcade and Maud S. were trained. Leonardo Da Vinci studied, 
as did Rodin, Paderewski, Edison and Byron. 

So by constant application, study, observation, yea observing the successful operator, 
one can, if ha can “prove” he was born, ‘‘make”’ of himself what he will. 

Is there any place where imagination, enthusiasm, emotion, study, planning, stimu- 
lating play a greater part than in the jewelry business in all its branches? 

Easter will soon be here. Are you thinking and planning for it? 





Meith fol yb 


Vice-President. 
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ies sales last Christmas have prompted 
jewelers all over the country to get ready for a 
profitable Easter. They remember, too, that 
Wadsworth belt buckles, tie clasps and collar 
clasps were one of their best Christmas sellers. 

Wadsworth accessories are welcome gifts for 
any man. Note the graceful beauty of the 
slender tie clasps . . . the delicate engraving of 
the belt buckles . . . the patented non-slip fea- 
ture of the collar clasps. Remind your cus- 
tomers that these Wadsworth gifts for men are 
made of hardened Sterling Silver—more resili- 
ent than any other Sterling now in use. 

The Wadsworth Watch Case Company, In- 
corporated, Dayton, Kentucky. Offices: New 
York, 20 W. 47th Street; San Francisco, 150 Post 
Street; Chicago, 35 E. Wacker Drive. 


Are you ready for greater 


EASTER business? 


Center: Matched buckle and tie clasp set, in fine satin- 
lined gift box. Price to the consumer, $6.50; in 
Natural Yellow Gold Filled, $9.00. 


Bottom: Smart Sterling silver belt buckles. Price to 
the consumer, $5.00; in Natural Yellow Gold Filled, 
$6.75. 


Right: The newly designed Wadsworth tie clasps are 
long and graceful. Price to the consumer, $1.50. 


Left: Wadsworth collar clasps incorporate a patented 
non-slip feature. Price to the consumer, $1.00. 








Aeeessories for men 
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L. & M. KAN, 


LATE LOUIS KAHN, . 





Importers of 


WATCHES, 


Jewelry, Diamonds, 





5 DWLADVIMREA LAS, ee. 
10 MWAIDBN LANB, 
NEW YORK. 























Photographic reproduction of our advertisement which 

appeared in 1869 and which, with only slight changes, 

has appeared continuously in every issue of The 
Jewelers’ Circular for 66 Years 





Established 1866 


Importers and Cutters of 


DIAMONDS 


608 Fifth Avenue, New York 


tin g . Antwerp—48 Rue Simons 
Cut Works: Amsterdam—33 Sarphatistraat 


64. West 48th Street London—23 Holborn Viaduct 
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Courtesy of American Museum of Natural History. 


ineral of Contrasts 





The Schettler en- 
graved emerald, 
found in the Muzo 
district, Colombia, 
and cut in Delhi, 
India, 300 years ago. 
It weighs 87.64 
carats. 





Russian and South American emerald crystals in their matrix. 


‘Fam is probably 


no other mineral which varies so much in value in its 
different forms as does Beryl, says an article in Ward’s 
Mineral Bulletin, in a recent issue. It continues: 

“Common Beryl occurs as huge crystals whose dimen- 
sions are measured in feet and whose weight runs into 
tons. Its commercial value may not exceed $60 to $80 
per ton. It is white, or very pale greenish or bluish in 
color, and nearly opaque. It has no particular beauty 
and few collectors give such material a place in their 
collections. When the crystals are small, however, and 
well-formed hexagonal prisms, this common Beryl may 
be of sufficient interest to justify inclusion in one of your 
specimen drawers. 

“As common Beryl takes on more color or transparency 
or both together, its beauty and therefore its value in- 
creases. Right here color assumes importance in the dif- 
ferentiation of varieties. "The most important of these 
may be summarized as per the following table: 


Colorless = Beryl 

Blue, bluish-green or sea-green aquamarine 
Deep emerald-green = Emerald 

Greenish-yellow = Davidsonite 

Bright golden-yellow — Golden Beryl or Helidor 
Pale rose-red = Rosterite 

Pale rose-purple = Morganite 


“Aquamarine, as its name implies, typically should be 
the color of ‘sea-water.’ However, every voyager knows 
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that there is great variation in the color of sea-water 
and the designation aquamarine has even been extended 
to cover deep, rich blues, such as Ridgway’s ‘Chessylite 
Blue,’ which have recently come into favor in the jewelry 
trade. Aquamarine gems bring from $1 to as high as 
$20 per carat. 

Morganite gems range from $2 to $10 per carat. 

“Emerald is the most expensive of all gems, it being 
nothing uncommon for a superfine stone to bring $1000 
per carat, while much higher prices have been obtained 
for exceptional stones. On the other hand, off-color 
stones may be had for but a few dollars. 

“Beryl specimens, as displayed in the great museums 
of the world, are among the finest of all minerals. It 
would exceed the limits of an article for this Bulletin 
to describe even briefly the superb crystals of Aquamarine 
and Emerald in the British Museum collections. 

“Siberian Aquamarines were long regarded as the 
standard of excellence, but very beautiful though smaller 
crystals have lately come from South West Africa. Brazil 
has also produced wonderfully large, blue Aquamarines. 

“Emeralds from the Ural Mountains have set the 
pace for size, but Colombia Emeralds are the standards 
of excellence in richness of color. North Carolina has 
produced a small number of choice Emeralds, from which 
stones worth $100 per carat have been cut. 

“The finest Morganite comes from Madagascar. One 
superb mass, acquired by Ward’s in 1928, was carved 
for them in China and sold for $2500. Crystals of paler 

(Turn to page 61) 
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CUTTING 


JADE 


or Jewelry 


As told by C. PD. WONG 


‘Ved the Chinese lapidary 


employs methods which, although appearing to the 
Westerner as crude and primitive, are several steps in 
advance of those which were used by his honored ances- 
tors in the craft. And in spite of the rare and priceless 
works of art which these ancients have produced, it must 
be admitted that the modern processes are responsible 
for the more elaborate beauty of the carved stones and 
ornaments which at present are in such great demand 
among the people of taste in this country. 

These advances are due to the introduction of some 
simple form of rotary drill, perhaps during the reign of 
the Emperor K’ien Lung, in 1736, when Chinese art 
experienced a renaissance which brought to the carving 
of jade a more intricate technique. 

Jade is mined in large blocks and sent to Peiping and 
Canton, where it is sliced into slabs of varying thickness. 
Two workmen are employed in this process, which con- 
sists of drawing back and forth on the material a large 
bow-like saw the blade of which is a blunt steel wire. 
Cuts are made at points indicated on the rough mineral, 
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where it is believed that the best color will be revealed. 
The two men draw the saw back and forth in the groove 
worn by the wire, using quartz sand paste as an abrasive. 

For some objects the material is further shaped with 
a cutting saw, a disk of steel with a sharp edge fixed on 
a staff which is revolved by a foot treadle with a lathe 
attachment. Steel grinding wheels of flat edge are used 
to remove cutting marks from the surface of the pieces. In 
these more delicate processes powdered garnet, emery, 
and ruby material are used successively as abrasive pastes. 

The slices of jade are given to a designer, who indi- 
cates with his brush how each slab is to be divided. His 
job is a very important one, as he must plan the next 
cutting of the material in a way that will permit the 

(Turn to page 61) 


Left—A steel wire with a sand- 
and-water paste for abrasive is the 
“saw” which slowly wears its way 
through the blocks of rough jade, 
cutting the slabs which are then 
further shaped by the disk saw 
shown above. Jadeite, from which 
the choice gems are produced, has 
a hardness of 7. Below—A finished 
piece of carved jade of the pierced 
variety. 
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Pearls are the birthright of every beautiful woman, and 
MIKIMOTO has made them available to every woman without 
) overtaxing her means.. Carefully cultivated by masters of the 
| art in MIKIMOTO'S Pearl colony of 41,000 Japanese sea acres, 
the Pearls that result from the painstaking care and rigid selection 
are masterpieces of perfect symmetry and superb lustre. 


A KIMOTS 
PEARLS 


have a charm and loveliness all their own. They represent a lifetime 
gift worn always with pride and pleasure—and passed lovingly from 
one generation to another. Display MIKIMOTO CULTIVATED 
PEARLS and you will build up a clientele to be proud of—one that 
will materially increase your business. 








By Warrant of Appointment 
to Their Majesties 
of Japan 
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Cutting Jade for Jewelry 
(From page 59) 

least possible waste and at the same time eliminate all 

flaw spots. 

In pierced jade, the first step is to bore holes at 
central points where the perforations will be. This is 
done with a diamond pointed borer operated by foot 
treadle on a lathe. Then the small pieces are cut out 
with a wire hand saw, the wire being inserted through 
these holes. Various types of polishing wheels are then 
employed to produce the soft, lustrous finish. 

It is dificult for the Occidental to comprehend the 
extraordinary degree of craftsmanship achieved by the 
Chinese lapidary. In executing the designs, it should be 
remembered, the workman has no sketch on the material 
to guide him. The design must proceed from the mind 
of the lapidary to the hard mineral, without any slips 
or mistakes. Further, the decoration must be such that 
it will show off the piece to best advantage, eliminating 
any spots of poor color which may be present. 

The varieties of green jade most prized by collectors 
and buyers of jewelry come from Burma and the Yunnan 
province of China. That shade of green jadeite known 
as “Imperial,” which in the West is more often called 
“emerald green” because of its similarity to the color 
of precious beryl, is derived from the Mogaung district 
in upper Burma. 


Beryl a Mineral of Contrasts 
(From page 57) 


color and great beauty have been found in San Diego 
County, California. 

“Beryl has a hardness of about 8 and is, therefore, 
one of the hardest of minerals. It is thus readily dis- 
tinguished from Apatite, which it sometimes closely re- 
sembles. 

“Crystals of Beryl are usually simple hexagonal prisms 
terminated by the base. A wealth of small, terminal faces, 
all of them pyramids, is sometimes present, adding greatly 
to the attractiveness of the crystals. A second-order 
prism occasionally shows as narrow faces truncating the 
edges of the common prisms, while less frequently a 
third-order prism of 12 faces bevels the secondary edge, 
two narrow faces replacing each of these margins. Look 
for these extra faces; they will add much to the interest 
and value of any crystal you may have. 

“Chemically, Beryl is a silicate of aluminum and 
beryllium, BegAloSig0;3. Though it contains but 5 per 
cent of metallic beryllium, while Phenacite includes more 
than three times as much, Beryl is the only commercial 
ore of beryllium, owing to the scarcity of all other beryl- 
lium minerals. 

“Since beryllium is much lighter than even aluminum, 
extensive experimentation is going on to determine its 
availability for use in airplane construction, but thus far 
without satisfactory results.” 





New Designs in Rhinestone Jewelry and “Schicksnaps” 


Harry C. Schick, Inc., Newark, N. J., has issued an attractive 
folder presenting a new line of rhinestone jewelry “Schick- 
snaps.” The designs are distinctly varied and allow for liberal 
selection. 
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That MIKIMOTO CULTIVATED PEARLS are 
recognized and accepted as distinctive and 
highly desirable Jewelry is evidenced by their 
increasing popularity. Sales continue to grow 
as retailers and consumers more fully under- 
stand and appreciate their value and beauty. 
Each succeeding year since 1927 has shown a 
mounting increase in sales. Why not investi- 
gate? What they have done for other 
Jewelers, they can and will do for you! 


IF YOU CANNOT PERSONALLY VISIT OUR 
NEW YORK, CHICAGO, OR LOS ANGELES 
OFFICE, WE INVITE YOUR INQUIRY BY MAIL 


cK. Mikimoto... 


New York Office: 551 Fifth Avenue 
Los Angeles Office: 649 South Olive St. 
Chicago Office: 55 E. Washington St. 


HEAD OFFICE: GINZA, TOKYO 
BRANCHES: KOBE, LONDON, PARIS, BOMBAY 
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FANCY CUT DIAMONDS 
EMERALD CUT and MARQUISE 


A large stock of Emerald Cut 
and Marquise Diamonds of 
all sizes and qualities. 








Unmounted stones of every 
description and price are 
available for your considera- 
tion at all times. 








STAR SAPPHIRES 


STAR RUBIES EMERALDS 
RUBIES CAT'S-EYES PEARLS 





We have an exten- 
sive stock of Star 
Gems set in Ladies' 
and Men's Rings, 
and Men's Cuff 
Links. 








We shall be pleased to 
cooperate on your 
special calls. 


GEMS OF Gs 
THE MODE 


JEROME RICHHEIMER 














608 Fifth Avenue New York 


8 -- 
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“Synthetic Diamonds” 
(From page 53) 
produced on the public mind by the claims advanced. A 
statement was broadcast by the B.B.C. throughout the 
country, and Hatton Garden went to some pains to ex- 
plain that the report of the synthetic gems people leaves 
the diamond and jewelry industry completely unperturbed, 

The official statement issued by the London Chamber 
of Commerce was to the effect that the Diamond, Pearl 
and Precious Stone Trade Section’s laboratory has tested 
the so-called “synthetic diamonds” and that owners of — 
diamonds and the public generally may be reassured. 

The tests, the Chamber stated, showed that the stones 
are not composed of diamond material, since they have a 
refractive index of 1.725 and a specific gravity of 3.61, 
whereas the diamond has a refractive index of 2.4175 
and a specific gravity of 3.52. Further, under the micro- 
scope an included gas bubble was observed. 

These data, said the Chamber, prove that the so-called 
“synthetic diamonds” are undoubtedly white synthetic 
spinels. In hardness, physical properties, and chemical 
composition they have nothing whatever in common with 
genuine diamonds. 

The Section’s experts add that these imitation stones 
have little commercial value, since they cannot even be 
used for industrial purposes, and no dealer or expert could 
possibly be deceived by them. 

Hatton Garden states that synthetic rubies have been 
produced for some time without disturbing the market for 
real gems. The synthetic product is neither so hard nor 
lustrous as the genuine article. 

Backes & Strauss, diamond brokers, informed your cor- 
respondent that no anxiety need be felt in consequence of 
the report of the claims made by the manufacturers of 
the so-called “synthetic diamonds.” They do not resemble 
nor do they have any of the characteristics of real dia- 
monds, ‘and to declare that they could baffle anyone accus- 
tomed to handling the genuine article is ridiculous, says 
the firm. 





Fantastic Tale of Artificial Diamonds of Great Value 
Amuses Scientist 


The press report from London dated Feb. 7 announc- 
ing the alleged discovery there of a “secret” process 
whereby some unknown man has been able to manufac- 
ture diamonds and other gems of great value was de- 
scribed as “ridiculous on the face of it” by Sydney H. 
Ball, a leading authority on diamonds and precious stones 
in the United States. 

“Anyone who would claim it possible to make dia- 
monds, synthetic rubies, sapphires, turquoises and topazes 
by varying a single process, as this article states,” said 
Mr. Ball, “cannot be acquainted with the simplest ele- 
mentals of the chemistry of gems.” Commenting on 
previous attempts to manufacture diamonds artificially, 
Mr. Ball said: 

“Each year the newspapers report several cases where 
diamonds are claimed to have been produced in the lab- 
oratory, and each time it has been shown that the, reports 
have no basis in fact. In 1893, Moissan, a French chem- 
ist, was thought to have succeeded in this endeavor, pro- 
ducing tiny crystals of carbon which appeared to be 
diamonds of microscopic size. However, within the last 

(Tunn to page 69) 
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Modernistic Motifs in Conventional Designs 


by 
C. A. JAKOBB 


Mr. Jakobb is the in- 
Structor in jewelry 
design at Mechanics 
Institute, New York, 
where he has been 
teaching for a num- 
ber of years. 
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Penn i 


The modern trend is 
reflected in these de- 
signs. Mr. Jakobb 
points out that mod- 
ernistic motifs can be 
easily incorporated 
in conventional de- 
signs, as illustrated 
herewith. This is the 
third of a series be- 
ing prepared for 


THE JEWELERS’ 
CIRCULAR- 
KEYSTONE 


by Mr. Jakobb. 
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NOTHING ELSE BUT. - 


an Organization — both here and abroad — that 
devotes all its endeavors to creating, perfecting, 
and importing STONES — and nothing else but 
stones. A long reign of success has rewarded these 
efforts. Our stocks of genuine, synthetic, and imi- 
tation stones are outstanding in the industry for 
their completeness and MERIT. This specializa- 
tion has earned for us an enviable reputation over 
a period of 35 years. 













































S. NATHAN & CO." 


71-73 NASSAU STREET, NEW YORK 
BRANCH—PROVIDENCE, R. I. 


DIAMONDS — PEARLS — PRECIOUS — SYNTHETIC AND IMITATION STONES 


2, ZIRCONS 


Fifteen special items of good quality, genuine zircon jewelry in 14kt. gold. 
We have the most eftensive line of zircon jewelry of every description, such as 
pendants, rings, earrings, chokers, necklaces and clips in 14kt. gold and plati- 
num—excellent workmanship—advantageous prices. 

The largest assortment of loose zircons, all sizes and colors; from 
medium qualities to the finest gems. 

The fifteen items are sold together, or not less than an assortment of 
twelve pieces. 

















STAR SAPPHIRES, CATSEYES 


Loose and mounted, all qualities, sizes up to 150 Carats. 


ORIENTAL SAPPHIRES, STAR RUBIES, SOUTH SEA CULTIVATED PEARLS 








PAPAZIAN BROTHERS, INC. 


Direct Importers of Precious Stones, and Cultivated Pearls 


580 FIFTH AVE., NEW YORK 
Branch Offices: Antwerp, Colombo, Bangkok, Shanghai, Kobe, Singapore 








64 THE JEWELERS’ CIRCULAR—KEYSTONE 
for March, 1935 





THE JEWELERS’ CIRCULAR—KEYSTONE 
for March, 1935 


JEWELRY 
DESIGNS 


From 


Many Sources 





1—2 Hugo Franzke 
3—5—7 Gustave Pohli 
4—William Elian 
6—S. Daizovi 


8 — 12 — Charles A. 
Williams 


9—Harold Henshew 
12 10—William Sherwood 
11—N. D’Alessandro 








REVOLV-IT 


WATCH 


COMBINATIONS 


im 


Gold, Silver & Lacquer 
HESE unique and dis- 


tinctive watch combina- 
tions are smart. Discern- 
ing buyers everywhere 
recognize the sales possi- 
bilities of these new and 
different creations. Made 
in Gold, Silver and Lac- 
quer with high grade 17- 
jewel movement, fully 
protected. Available in se- 
lect combinations for 
women and men. 


Write today for Folder 
and Complete Prices. 


United States Representative 





The new , 

improved Péry Watch Co. 

ee Bienne, Switzerland 
anak. Patent No. 1891611—others pending 
33-43 Beware of infringements 


Sole Manufacturer and Licensee 


J. LIPSCHUTZ 


48 West 48th Street, New York 


Pacifie Coast Rep.: Hubert A. Wood, 649 Se. Olive St., 
Los Angeles, Calif. 








SLIDE-IT 





































Pencil Wateh 
No. 144 
























IS DOING 





"ORIENTA" - 


Cultured Pearls Send for Selection Outstanding jewelers everywhere, if not 


Are Guaranteed — themselves, in some manner, preparing as 
Backed by our Ly Christie Mee ’ > Pp P o 


45 years of 
business integrity 65 Nassau Street, New York 








GEM-STONES By G. F. Herbert Smith 


A 
Comprising 40 chapters and many diagrams, plates and tables by an outstanding 








and mistakes. 





GENUINE 








Shipments to distant points via Air Mail 3511 West 6th Street 


JAMES A. DRILLING CO., 87 Nassau St.,N. Y. Los Angeles, California 





WHAT THE RETAILER 


CERTIFIED GEMOLOGISTS are now en- 
rolling their sons, daughters, or young as- 
sistants in our three year C. G. courses. 


n Interesting Authoritative Book They know that these courses contain the new scientific 


eal authority. Over 300 pages. Price $3.00. knowledge, now a competitive necessity in the trade, plus 
WVELERS’ CIRCULAR—KEYSTONE ; ; ; 
239 W. 30th St. Now Youk much practical knowledge which would otherwise be 


obtained only at a much greater cost by long experience 


emcee 

VE G, 
Also scores of prominent, busy and experienced jewelers 
—many over 60 years of age—are enrolled and enthusi- 


astic about the extraordinary results obtained. 


WHITE -BLUE -RED-BROWN Write for information and students in your region. 


Round and Emerald Cut Gemological Institute of America 


© 
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By Sydney H. Ball 


The diamond industry 


continued its forward movement in 1934, which year, on the 
whole, was considerably better than 1933. The first five months 
of the year were discouragingly poor from the viewpoint of 
the American jeweler, but this period was more than balanced 
by the last seven months, in which reasonably good, and at 
times excellent, sales were made. 

The unification of the production and sales branches of the 
industry was intensified. At present all the South African 
producers, including the State mines, are in agreement as to 
production and all dispose of their product to a single selling 
agency, the Diamond Corporation. The relations between the 
Congo and Angola and the Gold Coast producers, on the one 
hand, and the Corporation, on the other, increased in cordiality. 

It is most encouraging that during the latter half of the year 
the American sales, both wholesale and retail, improved, for 
normally America absorbs 75 per cent of the value of the 
world’s production. The retail Christmas trade was the best 
for a number of years and many inquiries for some sales of 
fine diamonds were made. During the depression the Ameri- 
can public, fitting its desires to its purse, confined its purchases 
largely to small stones of none too good quality. That it is 
again evincing its desire for fine, large stones is encouraging 
—a desire abetted by the fashion trend of the moment. The 
demand for large stones, of which there is no over-supply, was, 
as in the past two years, in part of an investment character. 
Indeed, several syndicates of wealthy Americans during the 
year had agents seeking fine cut stones of one carat or more, 
the type which even in times of major depression hold up better 
in price than almost any other commodity and which, if world 
conditions better, are sure to appreciate. Investment buying 
also took place in Germany, Hungary and France and, of 
course, in the originator in gem investment, India. 

Sales of rough by the Diamond Corporation to the major 
cutters and to the brokers who sell at wholesale were about 
60 per cent better than in 1933. And its sales early this year 
have been surprisingly large. The sale by and export of rough 
from the producing center of South Africa were 30 per cent 
larger than in 1933. Similarly, the United States imported about 
26 per cent more diamonds in 1934 than in 1933. To gauge 
world retail sales is difficult, but they are believed to have 
been about five fourths of those of 1933. Even such countries 
as Hungary and Austria note an improvement, while India 
continues to add fine gems to its already astounding hoards. 
It should be emphasized that the stocks of diamonds in the 
hands of retailers throughout the world are very small and 
should prosperity return, they would have to purchase sub- 
stantial quantities of polished diamonds from the cutters, and 
this would react favorably upon the rough market. 

During the year the shares of ten important diamond mining 
companies had an average gain of 9 per cent. Of the 18 prin- 
cipal producers, ten paid dividends in 1934—most of these 
being the Congo-Angola and Gold Coast companies. 

Prices during the year fluctuated somewhat, with the result 
that rough ended the year with a slight gain, as did fine cut 
goods, although small polished stones were slightly off due to 
the too keen competition among the cutters. Indeed, the over- 
capacity of the cutting industry and the low wages and long 
hours of the operatives, particularly in Germany, are the sore 
spots in the industry. To be a diamond cutter in the past six 
years has been an experience, if a rather sad one. 

Last year the world’s production of diamonds was about 
4,315,000 carats, worth something over $20,000,000. This is 
an increase of 14 per cent in quantity and of about 40 per cent 
in value over the 1933 production. The Gold Coast increased 
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its production by about 35 per cent; Angola by 20 per cent, and 
the Congo by some 15 per cent. The big increase was in the 
Sierra Leone (118 per cent), but this is a new and as yet an 
unimportant producer. The only discovery of diamonds re- 
corded during the year was that of a couple of small alluvial 
stones in Nigeria, but for some reason the Colonial Government 
immediately thereafter closed the area to prospecting. We look 
on 7,000,000 carats as a normal year’s production so that con- 
trol of mine production is effective. For the third year, due 
to the shut down of the South African mines, Congo-Angola was 
the largest producer. While in part due to political reasons, 
the confidence of the leaders of the industry in the future is 
shown by the fact that the Consolidated Diamond Mines of 
South West Africa began production on a small scale on Jan. 1, 
1935, and DeBeers on Feb. 18 began washing some of its 
stock-piled blue ground. 

To the above newly mined diamonds, a small quantity of 
“seconds” or old stones, through financial stress or death, come 
on the market every year. For the past eight years, however, 
Soviet Russia has sent many diamonds, obtained by various 
means, to Western Europe, and in the first four months of 
1934 this became a distinct menace. Thereafter, the source at 
least temporarily dried up, but further sales by the Soviet 
Government are to be expected in the future, although these 
hereafter will doubtless appear on the market in a more orderly 
manner. ° 

It would seem that, as the diamond industry competes with 
other luxuries, it might well profit by dignified publicity and 
abandon its ostrich-in-the-sand attitude and cease to expect 
the customer to find the seller. Further, the use of the world’s 
premier abrasive, the industrial diamond, might well be fur- 
thered by the establishment by the industry of an up-to-date 
research department. 

On the whole, the industry is in appreciably better shape 
than it was a year ago, but for it to enjoy prosperity, the 
world’s business conditions must return to normal. In other 
words, it is just another industry. 

As industrial diamonds are used in a multitude of ways— 
in both the heavy industries and those of precision, the sales 
of industrial diamonds are a good business barometer. The 
increased demand in 1934, greater than that of any of the 
past four years, is a hopeful indication of world business 
revival. American imports of industrial diamonds in 1934 
were 225 per cent of those of 1933 and world sales were at 
least a half greater than in 1934. 

There is actually a shortage of supply of fine industrial 
diamonds, due to the shutting down of the South African mines 
and the small production of Brazil. A major development of 
the year was the appearance on the market of abrasive wheels 
consisting of diamond dust in a binder of the bakelite type. 
These wheels will doubtless find broad use in industry. 
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Watch 
SETH 


THOMAS 


\ ' 7 ©’vE rolled up our sleeves at Thomaston and 
are all set for the busiest clock-buying season 
jewelers have seen in many a day. 


Big things have been planned which we can’t 
announce in full until next month. 


Right now we can tell you that we will have— 


1. New Models 


Modern clocks .. . period clocks . . . new faces 
.... Hew finishes ... all correctly designed to 
lead the fashion parade. 


2. New Priees 


8-day movements . . . synchronous electric . . . 
strikes . .. chimes . . . at prices below what the 
public expects to pay for SETH THOMAS 
quality. 


3. New Advertising 


Magazines that reach the jewelers class of trade 
will feature the new and improved Seth Thomas 
Line. Every month, starting with March, our 
Seth Thomas story of fine clocks will be told. 


4. New Publicity 


Next month House Beautiful will feature full 
color pictures of the Bride’s House. Every clock 
in this house is a SETH THOMAS. Other maga- 
zines will follow. We're going to do our level 
best to put the clock back into home decoration. 


All this should mean one thing for the jeweler— 
a better, bigger, more profitable business on Seth 
Thomas Clocks. Watch Seth Thomas .. . and 
watch the special announcements to be made next 
month in this magazine. Seth Thomas Clock Co., 
Thomaston, Connecticut. 


SETH THOMAS 


Makers of fine clocks for more than a century 




















The 


RITZ-CARLTON 
in Philadelphia 


is one of the most famous hotels in the country. Uni- 
versally accepted for its comfort, service and prestige, 
it is in the very heart of the business and theatrical sec- 


tion and in easy access of all railway stations. 


The next time you are in Philadelphia, discover for 
yourself what a really fine hotel can contribute to your 
comfort and service. 


Room and bath, $3.50 and up 


The RITZ-CARLTON HOTEL 


Broad & Walnut Sts., Philadelphia 


E. G. MILLER, Managing Director 











Increase Business 
_ By Superior Knowledge 


Study courses for merchants by mail in 
(1) Gems, Metals and Jewelry; 

(2) Modern Salesmanship of Quality Merchan- 
dise, and (3) Window Display (including 26 
different displays), are preparing hundreds of 
retail jewelers for an examination for use of 
this title on their windows— 





GRADUATE MEMBER 
AMERICAN GEM SOCIETY 
REGISTERED JEWELER 1935 





This title lifts them above ordinary competition. Ethical 
references are necessary for enrollments in these courses, 
and after completion yearly re-registration depends 
upon ethical conduct. 


Write today for details and names of students and Grad- 
uate Members in your Region. 


AMERICAN GEM SOCIETY 
555 So. Alexandria __Los Angeles, California 
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“Synthetic Diamonds” 
(From page 62) 

year the ‘diamonds’ of Moissan have been subjected to 
extremely careful scientific examination, and German lab- 
oratory workers have arrived at the conclusion that the 
product was crystallized carbon of another form, definitely 
not diamond. The substance of these crystals is similar to 
‘Stewartite, which is found in meteors of both rocklike 
and metallic nature. 

“Even had Moissan’s crystals been true diamond, they 
would have been of no commercial value because of their 
microscopic size and impure color. 

“Many of the foremost scientists of the last century 
spent tremendous amounts of time trying to discover the 
secret of making diamonds artificially. It is remotely 
possible that microscopic diamonds have been produced, 
but this is far from being proved, and no one has been 
able to produce a stone of sufficient size for use in jewelry. 

“That some unknown scientist has suddenly evolved a 
method of making diamonds worth as much as $60,000, 
as this report from London suggests, seems so improbable 
that those most capable of passing judgment on such 
points in the diamond industry consider the matter a 
canard. 

“To show how little interest is taken in the claims of 
this ‘gem expert,’ Victor Jourado, who was quoted 
in the dispatch from London, it may be stated that stock 
quotations on the London Exchange list De Beers Pre- 
ferred, the shares in the great British diamond-producing 
combine, at 554 on Feb. 6, 7 and 8 of this month, there 
being no fluctuation at all, a thing not possible if any real 





hazard to the diamond industry was feared as a result of 
this supposed discovery during the period named.” 

Mr. Ball is a former president of the Society of Eco- 
nomic Geologists and is author of the Annual Review of 
the Precious and Semi-Precious Stone Industries, pub- 
lished in Minerals Year Book of the U. S. Bureau of 
Mines. 


How Retail Jewelers Can Help 


Whenever misleading or erroneous articles appear in 
the public press, retail jewelers can be of great assistance 
in correcting swch reports by going to their local editors 
with statements of facts for publication. Such articles 
may be in the form of an interview. : 

Editors are usually willing to print refutations of news 
reports which can be proved false to their satisfaction, 
especially when the nature of the stories is such as to 
work definite harm to an entire industry. A statement 
from a local merchant’ which sets forth the truth of the 
matter is generally most acceptable. 


Letter to L. & M. Kahn & Co., New York 


A letter dated Feb. 15 from Ben Bonas of Henry 
Bonas & Co., London brokers for L. & M. Kahn & Co.., 
diamond importers at 608 Fifth Ave., in speaking about 
the Jourado stones said in part: 

“The Syndicate and Chamber of Commerce published 
that there was nothing in the whole thing, but you know 
it probably did a little harm at first, as you know how 
gullible the public are. The stones had no life of any 
sort. I saw them.” 
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Sell Gorham .. . the finest Silverplate 


It is better not to make a sale than to have a dis- 
satisfied customer. This is particularly true in 
selling silverplate. Customers usually expect much 


. .. but they are not disappointed in GORHAM 


silverplate. 


Show Gorham. Tell your customers this is a 
silverplate made by the same artists who create 
Gorham Sterling. Tell them it is substantially 
plated with solid silver. Tell them it is reinforced 


with sterling silver at the point of greatest wear. 
Let them see the beautiful patterns . . . note the 
balance . . . the weight . . . the quality through 


and through. 


Feature the Gorham 34-piece set below, in your 


window ... in your store. Let your customers 
know that $42.33 buys this set at your store, too 
. . and that you are one of the leading jewelers 


referred to in Gorham’s national advertising. 








oneaininila 
LADY CAROLINE 


Zhe GORHAM Gonpany 
. 7 Borrdence, Rhurde Laland-- since 1831 
\ . iff AMERICA’S LEADING SILVERSMITHS 
\\e 
\t 
1 4 


6 W. 48th St., New York City..10 S. Wabash Ave., Chicago. .140 Geary St., San Francisco 





SILVERPLATE 


i The next thing to STERLING 


6 TEASPOONS 
(any pattern) 
75 


These are the retail prices 
featured in March magazines 
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Phot) by Dana B. Merrill 


Show 
Silver, 
China 
and 
Glassware 
on a 
Correctly 
Appointed 
Table 


¢@ WHEN MILADY ENTERTAINS 


An easy familiarity 
with the conventions of table setting is just as important 
to the jeweler as it is to the accomplished hostess. Often 
a jeweler will find that one of his customers will appear 
in doubt as to whether her service is complete without a 
certain type of spoon, or knife. He has in such an instance 
the opportunity to point out the difference between bare 
correctness in a table setting, and the true distinction 
which is added by a special fish-fork and knife, for 
example. An appeal to the desire of the housewife to 
provide for her guests the smarter elegance of bouillon 
spoons, ice cream forks, etc., will always be found effective. 

The rules of table setting are few and definite, and 
every salesperson in the silver department should have 
them by heart. For a dinner, for example, the pieces 
should be placed in the order of their use, from the outside 
in. Forks always go to the left of the plate, with the 
exception of the oyster fork, which goes to the right, out- 
side the knife and spoon. More than three pieces on each 
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side of the plate should be avoided, except as in the case 
of a small article like the oyster fork. Other pieces should 
be brought in with the course for which they are intended, 
such as dessert. Spoons for a beverage may be placed on 
the saucer, as is always the case with the small after- 
dinner coffee spoon. 

The water goblet belongs a little to the right above 
the point of the knife, with a second glass, if used, a little 
below and to the right of the water goblet. The bread 
and butter plate is placed above and to the left of the 
service plate. (Bread and butter plates are rarely used 
in a formal dinner setting). 

An after-dinner coffee service may be placed on a large 
silver tray. In displaying such a set a harmonious ar- 
rangement is to put the pot on the right, and near it the 
sugar bowl and tongs. Place the cups at the left, in piles 
of two cups on two saucers. 

A general rule to follow in arranging on the table serv- 

(Turn to Page 80) 














LITTLE STORIES OF 










NO. 1 


DISCOVERY 
OF SILVER 
IN AMERICA 





Wuen Cortez came to America, the 
possession of silver was the key to power 
and position. The gleam of a silver orna- 
ment on the copper-hued breast of an 
Indian, discovered by a Spanish Conquis- 
tador, led almost to the arbitration of the 
Indian in the mad effort to find the source 
of silver to which the Red Men held a 
secret . . . Silver, today, is the symbol of 
power and position — not in bars, but in 
beautiful table refinements as inspirationally 
designed by Wallace Silversmiths. 


\W/ALLAC E Lilvecsmtths 


WALLINGFORD CONNECTICUT 











ULTRA 


A new pattern 






in silver shod 








plate that makes 
a conquest of all 
who behold it. 
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1835 1935 


first German Silver spoon manufactured in this country. 


A NAME OF RENOWN FOR A 
° , ° DEAL OF REPUTE 


PEoprLeE are particularly careful to make their expendi- 
tures bring them the fullest definite advantage for their dollar 
—which means that quality must be symbolized by a name, 
in order to make prices fascinate to the point of purchase 
persuasion. 


The introductory price of the new Ultra 
pattern is very low, basis $5.00 per 
dozen teaspoons—yet the quality is very 
high. Ultra offers more style and quality 
for less money. Before it is heavily silver- 
plated, substantial discs of solid silver 
are set into the base metal at the points 
of greatest wear. They are actually solid 
silver “shod.” 












WWM, 


Lyn vvev tit Z, 








Robert Wallace, the founder of the German Silver flatware industry in the United States, in 1835 laid the 
foundation stone of this business. In 1835, under the personal supervision of Mr. Wallace, was made the 


12,300,000 is the number of national 
magazines which will carry Wal- 
lace’s Silverplate advertising, Spring 
1935. Eight dominating advertise- 
ments—Ladies’ Home Journal, Amer- 
ican Home, Better Homes & Gardens. 
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PRESENTING fascinating DORIAN and DORIAN ROSE, 
newest creations of the Watson designers. Selected and 
named by the students of America’s smartest girls’ col- 
leges. This new Sterling pattern will be announced in 
the March and April issues of Town & Country, Vogue, 
Harper's Bazaar, American Home, Atlantic Monthly, 
House Beautiful & Home & Field, House & Garden, Entre 
Nous, Vogue's Junior Staff, and the Christian Science 
Monitor Magazine. DORIAN and DORIAN ROSE, with 
matching hollowware, are now available. Why not be 
the first to exhibit these new and modern patterns in 


your community. 


THE WATSON COMPANY 
123 Watson Park 


Attleboro, Massachusetts 


NEW YORK CHICAGO LOS ANGELES 
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A view of the interior of the store showing the method of displaying silverware. 


this store lined 


depression clouds 


with SILVER 


by 
John Walker Harrington 


hee is a store 
that has proved true the old saying that dark clouds have 


a silver lining. By making the most of how that noble 


metal is brightening the business horizon for retail jewelers 
and by maintaining a conservative policy in the face of 
competition it increased its 1934 receipts by 40 per cent 
over those of the preceding year. Such has been the ex- 
perience of the well-established firm of William Gordon, 
Inc., Stamford, Conn., in a typical industrial city. 

With a strong faith in the future of the country Mr. 
Gordon moved to a new stand in 1929 where he took his 
stock and his traditions, but nothing else. All his fix- 
tures for his changed address: are thoroughly up-to-date 
and especially designed to suit the New England back- 
ground. Although the Depression set in about the time 
he had settled himself in his latest location he has more 
than held his own. 

He has given special attention to sterling silver because 
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it has had an appeal to his Connecticut customers for 
years. That interest, however, is universal, for all parts 
of the country are reviving it. The stock of the Gordon 
store is large and varied and yet much of it is not on dis- 
play. In silver, cut glass and such lines only one article 
is shown in each design and size. The store is plenty 
large enough to have on view several times as much mer- 
chandise as now appears, if the duplicates were exhibited. 
By showing only sample pieces, however, the proprietor 
makes each one stand out distinctly and each has its due 
distinction. ‘The customer is not confused by an array 
of similar objects, and his attention is fixed on the merits 
and qualities of individual pieces. This especially applies 
to silver, the growing popularity of which has caused 
many new patterns to be produced. When an object is 
sold it is replaced at once from the reserve stock which 
is kept usually in the cabinets in the lower sections of the 
wall cases. 

This arrangement of the merchandise is effective with 
all of the Gordon patrons and many have spoken of its 
convenience. In the city of Stamford, a place of about 
50,000 population, are many wealthy old families who 
have been customers of this store for years. There is 
always a large colony of well-to-do people in the summer 
resorts of the neighborhood, such as Shippan Point, and 
for miles around there are estates where well-known New 
Yorkers live part of the year. To this class the Gordon 
store sells many articles suitable for wedding gifts, es- 





No. 847 Sterling Silver Bon Bon Dish with Ball Feet, 
6%” dia. Weight 6% ounces. 
Illustration one-half size 


No. 848 _ Sterling Silver Plate, as above, 19” dia. Weight 
13% ounces. 


MA NCHESTER HOLLOWWARE SPECIALS PAUL REVERE TYPE BOWLS 


. r sent ex ti l i th h Ne. mg TF = gy SP gaaa Bowl, Raw 
ep € cep 1ona values at ave an nase’ te ay with turned edge and 


raw edge. 


unusually high rate of turnover. Hundreds of fast © 


selling sterling silver items are shown in latest 





catalog which will be sent on request. 


No. 865 Sterling Silver Canapé Tray, 
4%,” wide, 6” long. 


SILVERSTREAM . FLEETWOOD— 


The new streamline ; Expressing rare beauty 
style, one of the most and charm in sterling 
active of our thirteen silver. 

standardized patterns. 


No. 888 _ Sterling Silver Salt and Pep- 
per, 44%” high, Gilt Pepper Top, weighs 
4% oz. per pair. 


MANCHESTER 


SILVER COMPANY 
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pecially in the summer. These customers are accustomed 
to make quick decisions and their time is saved by their 
being able to see what is offered almost at a glance. It 
has been found, too, that whether a customer spends much 
or little, he or she wishes to make this same rapid in- 
ventory of the types of merchandise on hand. 

Sterling predominates in the silver line. There is 
some heavily plated ware also. The only chromium in 
the stock consists of coffee percolaters, for which there 
is a demand on account of the strong heat to which they 
are often subjected. 

Whatever the types of goods may be, it is the long 
established policy of this house to omit adjectives in de- 
scribing them to customers. If an article is sterling or 
heavy silver plate the public is so told. The exact carat- 
age of a gold ring or brooch is given; a diamond’s quality 
is accurately stated. If an article is suitable for an en- 
during heirloom to be handed down through generations 
or is intended only for relatively short usage, the sales- 
man tells precisely what it is. This conservative policy 
has built up the Gordon trade steadily for the last 20 
years. The customers are friends of long standing who 
come back whenever they require anything in the jewelry 
realm. They include thousands of workers in the fac- 
tories as well as leaders of society. 

This firm offers no bargains with prices marked on them 
in inch-high letters. No goods in the show windows have 
tags. All its advertising in the local papers appears with- 
out any figures being mentioned. ‘The announcements 
are general in character and a few illustrations are em- 
ployed. The house has never had a reductions sale nor an 
auction. Its clientele feels that whatever it has may be 
obtained at a fair and reasonable sum, for it has learned 
that such is the case from the experience of the past. 
There are some customers, indeed, who select what they 
want and ask the price afterwards as a matter of form. 
The firm has no instalment business and carries only a 
few charge accounts. All through the years it has kept 
to its conservative course in the face of close competition 
and has not deviated from its standards. 

The establishment has about it an air of friendly ser- 






Modernistic store 
front of William Gor- 
don,"Inc., showing 
the large amount of 
window display space. 
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vice. ‘The firm believes in fostering small sales as lead- 
ing to larger ones. Whether they do or not, however, 
does not make any difference in its attitude toward the 
customer. The mechanic who pays 50 cents for a small 
article or the wife of a millionaire who buys $1500 worth 
of gifts at once are on the same plane of courtesy. It is 
the practice of the firm for years to refund the money 
for any purchase and ask no questions. The customer 
usually volunteers an explanation and a good one, for 
bringing an article back, but that makes no difference, if 
the merchandise is undamaged the money is returned and 
the customer is not expected to accept something else in 
exchange. The more that this policy becomes knowa the 
fewer are the requests for refunds—a fact which throws 
an interesting light on human nature and how public 
confidence is won. 

The decoration and fixtures of the Gordon store are 
of special interest as they were especially designed to har- 
monize with the history and traditions of the city. Stam- 
ford was founded about 300 years ago and modern as it 
is has much about it to suggest the early American period. 
The woodwork of the store is in the Colonial style, with 
here and there arched alcoves and mirrored panels. The 
floor is covered with tiling in large black and white 
squares. At the rear are designs in frosted glass. The 
whole layout so harmonizes with the spirit of the com- 
munity itself that the people regard it as a native institu- 
tion as well as a place of business. More than 12,000 per- 
sons visited it on the opening day at the then new site. 
This scheme of decoration suggests that the merchant 
anywhere, especially the retail jeweler, may find it much 
to his advantage to appeal to civic pride in furnishing 
his place of business. In California or Florida, for in- 
stance, he may follow a Spanish tradition in his cases 
and counters. If he prefers a modernistic style he can 
have his contractor-decorator introduce elements which 
suggest the character of the town he serves. 

Taken all in all, this store, busy as it is in its various 
activities, is so planned that it has an air of calm and rest- 
ful reserve which to the visitor seems like an invitation 
to make himself a guest and buy at his leisure. 
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Now you make 


Three—in the same time! 








APW 
STERLING 
SILVER 


IN 


PLATE 
SHEET 
WIRE 
CIRCLES 
SQUARES 
RECTANGLES 
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CHANGING CONDITIONS, improved machinery and production methods, and 
the silver article that once took an hour is now produced in a fraction of that time. 


That is why we lay so much stress on the way APW STERLING is treated 
before it comes into your hands. It is made by the most up to date 
methods known, to fit into the production of today. 


That is why APW STERLING is made from pure electrolytic silver 
together with the purest of base metals, rolled precisely to fractions 
of a thousandth of an inch and annealed in electrically controlled 
furnaces to that uniform fireless finish that is such an important factor 
after it leaves our factory and enters into your production. 


That is why APW STERLING can be drawn deeper than you would have 
thought possible years ago and often with fewer stops for annealing, 
and also why it takes a high polish so readily. 


Whether you make hollow or flat ware, jewelry or novelties, by spinning, stamping 
or pressing— 


TRY APW SILVER. WE INVITE YOUR TRIAL ORDERS. 


THE AMERICAN PLATINUM WORKS 
N.J.R.R. AVE. AT OLIVER ST. NEWARK, N. J. 








Mrs. Polly Pettit, 
Director of Retail 
Display Service 


A Partial List 


of Subscribers 
Milton A. Fuller, Inc., 
Jacksonville, Fla. 
Galt Brothers, Inc., 
Washington, D. C. 
Norman Hascall & Sons, Inc., 
Toledo, Ohio 
Hewett-Smith Company, 
Brockton, Mass. 
Linz Brothers, Inc., 
Dallas, Texas 
Maier & Berkele, Inc., 
Atlanta, Ga. 
E. J. Scheer, Inc., 
Rochester, N. Y. 
Schreve, Treat & Eacret, Inc., 
San Francisco, Calif. 
S. Spitz Jewelry Store, 
Santa Fe, N. M. 
Coleman IE. Adler & Sons, 
New Orleans, La. 
Tilden-Thurber, Inc., 
Providence, R. I. 
Wheeler & Sons, 
Salem, N. J. 
Wright-Kay & Co., Inc., 
Detroit, Mich. 
Klein & Sons, 
Montgomery, Ala. 


EXCLUSIVE to One 7 


Jeweler in each town... 


t > LY one jeweler in each town can make larger profits 
from window displays suggested by Retail Display 
Service ... 


Only one can receive Colored Window Display Sketches each 
month... 


Only one can profit from the five other Membership 
Privileges... 


Will you be that one? Memberships are being taken out rap- 
idly in all parts of the country . . . jewelers seem anxious to 
increase their Spring custom. Dues are based on the size of 
your market—the population of your town or city. 


Why not write for full particulars? 


RETAIL DISPLAY SERVICE 


ROCKEFELLER CENTER, 1250 SIXTH AVENUE, NEW YORK, N. Y. 
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ROBLEMS 


Changing Conditions 
Offer 
New Opportunities 


for Applying 


Old Principles By V.T. Saker 


A short time ago 
at the request of S. Kind & Sons of Philadelphia, Vaughn 
T. Salter of the Traub Mfg. Co., Detroit, discussed 
some vital questions in the jewelry business. He spoke 
before the employees at luncheon conferences, and 
so enthusiastic were his hosts and audience as to the 
importance of the points he brought out that THE 
JEWELERS’ CIRCULAR—KEYSTONE requested Mr. Salter 
to prepare an abstract of the subjects discussed for the 
benefit of the jewelry trade. The meetings were im- 
promptu and informal but developed a viewpoint which 
the speaker and his audience considered valuable not only 
in helping to make sales but in helping to preserve the 
character of the jewelry business. 

The following outline by Mr. Salter may give an 
idea of what was discussed and what he was trying to 
accomplish in stressing fundamental factors that grew 
out of the history and development of the jewelry busi- 
ness in the past, and their application to success in the 
future. He says: 

“A. In order to have a better understanding of today’s problems, 
we began by examining the reasons for the existence of our industry 
and the how and why of the growth and success of their own institu- 
tion, arriving at these conclusions: 

1. Their institution as well as the industry have 
lived and thrived because they have’rendered a valu- 
able service. It has provided the means by which the 
finest sentiment of life has been expressed. For 
ages, gems, jewelry and other articles found in 

* jewelry stores have been used for this purpose. The 

successful jeweler dealt in articles of outstanding 
value but his chief stock in trade was sentiment, 
romance, pride, beauty and happiness. What he 
sold was merely a vehicle. 


2. The old institution of jewelry enjoyed a con- 
fidence in its ability to render this outstanding 
service to a degree that it was in a class by itself, a 
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distinctive institution as compared to all other mer- 
chandising businesses. 
“B. In the light of this background, our present day situation was 
analyzed. 

1. The last hectic decade has had an effect on 
family life and social standards but with the return 
of sounder thought, the family unit again has re- 
sumed its place in society. Birthdays, anniversaries, 
etc., again have resumed their rightful importance 
in people’s lives; therefore, a better opportunity for 
expression of accompanying sentiment with jewelry. 
There will be a better opportunity for us than there 
has been for ten years. Fundamentally, the human 
being hasn’t changed much in this respect; he is still 
sentimental, romantic and proud. 


2. But the jewelry industry has changed. It 
has departed from the important basic principles 
which were responsible for its growth. One of the 
buyers pointed out that the manufacturer is largely 
responsible for our present condition. Often a 
manufacturer’s representative limits his sales talks 
to “What do you think of this for $5.00?” Mer- 
chandise is cheap and just as shoddy—manufacturers 
too have their responsibility, have a constructive 
selling job to ‘do. 

3. There has been little creative advertising and 
selling. Price selling has cheapened it, has injured 
the prestige of jewelry, has discounted its distinc- 
tive function—that of adequately expressing the finer 
sentiments of life. We have thereby allowed the 
more commonplace commodities to share this im- 
portant place in society. 

4. The jewelry industry is sustained by a young 
market whose thinking and buying habits are dif- 

(Turn to page 80) 














JOSEPH B. COOPER & SON 


have been for over four decades engaged 
in the Refining of Precious Metals. 


Our customers continue to be satisfied 
with their returns on OLD GOLD and 
other precious metals. 


Your shipments are accurately tested 


or assayed by experts and you are paid 
accordingly. All shipments are held intact 
for your approval of our estimate. 





We pay 
6%.c per Karat, per Dwt. 





JOSEPH B. COOPER & SON 


26 John St., New York 





Factory: Brooklyn, N.Y. 


Our reputation is our success. 








TRAYS 


STERLING ONLY 











LARGE LINE IN THIS PATTERN 
SIZES IN INCHES 


6x8 10x15 1914x26 
6x9 10x17 Pad Square 
6x12 1014%4x23%4 6-7-9-10 
9x13 16x23% 12 & 14 ins. 


CURRIER & ROBY 


Expert Silversmiths 
217 E. 38th Street, New York 




















Today’s Jewelry Trade Problems 
(From Page 79) 


ferent. The new generation must be reached and 
appealed to in a modern way. 

5. Our job therefore is to use the old funda- 
mental principles of our industry dressed up in a 
modern way to conform with this change. 


“C. How to do it. 

1. Reverse our technique by first selling the 
beauty and quality, artistry, and value of our prod- 
ucts. Be sure there is a proper appreciation of the 
article for sale, that it measures up to the fine senti- 
ment it is meant to express before price is brought 
into the picture. 

2. Build into the sale a high degree of con- 
fidence and pride so that the purchaser can boast 
about it. This is potent advertising. 

3. The new generation has formed the habit of 
buying by known standards. Therefore, the in- 
tegrity of the manufacturer is important. Use his 
good name to glorify your own. 

4. Know your merchandise. Study the use of 
the sales tools provided by the manufacturer. 

“D. An example of the use of modern sales tools geared to these 


ideas was demonstrated by the new Bride’s Book recently developed 
by Traub Manufacturing Company showing how it can be used to: 


1. Bring in new customers. 

2. Close hard sales. 

3. Build prestige. 

4. Create enthusiasm and confidence. 

“In any sound business there must be a sound view- 
point, unity of purpose, and cooperative effort; this is 
the objective of the S. Kind & Sons management, which 
produced the discussion.” 





When Milady Entertains 
(From Page 71) 


vice dishes is to always have them placed parallel or at 
right angles to the length of the table. That is, the 
handles of the dishes should be turned parallel or at right 
angles to the line of the table. Any slanting arrangement 
causes a jarring note. If there is to be gravy served with 
a meat dish, the gravy boat should be to the right of the 
platter, with the ladle at the right of the boat. 

The table cover may be a simple white damask, or a 
rare lace cloth. Of course, an unusually fine table cover 
will always set off silver to advantage in a store display, 
but the simplest damask is perfectly correct for the dinner 
table. Flowers are usually arranged in low groupings 
so as not to interfere with across-the-table conversation. 
Colorful flowers in the store always brighten the atmos- 
phere and add to the charm of the setting. A compotier 
of fruit will also provide attractive decoration for the 
setting. 





Ingersoll Aero Wrist Watch 


On the wings of the vogue for stream-lining in new merchan- 
dise, comes the new Aero wrist watch by Ingersoll. The com- 
pany has appraised the retail watch market carefully in bringing 
out this new watch. It appears in two versions—a plain model 
and a fancy, to suit both types of trade. Customers have their 
choice of a new sweatproof leather strap or a stainless metal 
band. The watch has a second hand. 
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| Modern Merchandising Lemands 
| MODERN — 
| STORE FRONTS > 


By EDWARD H. SYKES 
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Dinas the past decade ee 


the retail business sections in most American cities have . ; MEMS ta: 33 
undergone sweeping changes in appearance. Increased 
automobile traffic has been the chief contributing factor. 
Today, instead of poorly lighted, narrow thoroughfares, 
the trend is toward wide boulevards and lots of illumina- 
tion. Merchants everywhere are clamoring for attention 
and millions of dollars have been invested in various ad- 
vertising devices to attract the public eye. a6 f «sd > ee 











As a result of this broad modernization program, the 
question of modern store fronts becomes one of paramount 
importance. And this is particularly true of the retail 7 = 
jewelry establishment which employs attractive window 
displays to bring customers and prospective buyers into 2 es 
the store. am 

Grocers and druggists were among the first to recog- 
nize the merchandising values of attractive store fronts. 

















Courtesy of Luminous Structures, Inc., Los Angeles. 
Architect’s conception of a luminous type jewelry store front. 















Department stores were a close second. In Pittsburgh, 
the merchants situated on lower Fifth Avenue formed 
an association which set out and did obtain better street 
lighting as a valuable merchandising aid. 

One of the purposes of the National Housing Act, 
passed at the last session of Congress, was to enable mer- 
chants to remodel their stores. Ways and means were 
set up to supply funds for store improvements. The 

(Turn to page 82) 











Entrance to the Samuels 
Co.'s store, Davenport, lowa. 


Left—The Wolmer jewelry 

store at Willimantic, Conn., 

has modern window display 
facilities. 
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A STEADY SELLER 


THE Chelsea 
“MARINER” 


oe of the best sellers 


in the whole Chelsea line is the handsome, 
sturdy "Mariner," illustrated above. Lead- 
ing jewelers are stocking up now—because 
they know that every Chelsea sale is a worth 
while sale; that Chelsea Clocks attract the 
better class trade; that Chelsea is one clock 
whose prestige and quality fairly reflect the 
tradition of the finest stores. May we send 


our latest catalogue? 


CHELSEA CLOCKS 





CHELSEA CLOCK COMPANY, BOSTON, MASS. 
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Modern Store Fronts 
(From page 80) 


important problem now is how to make store fronts 
modern, attractive and appealing. 

The fact cannot be disputed that an attractive store 
front builds up sales volume by drawing new customers 
and assists in retaining old ones. Recent issues of THe 
JEweELers’ CiRCULAR-KEYSTONE have told of enormous 
crowds that have been attracted to the formal openings 
of a number of these remodeled stores. 

Because of their unusually wide experience in the 
manufacture of various products used in the installation 
of store fronts the writer sought certain information 
from the Pittsburgh Plate Glass Company of general 
interest to the retail jewelry trade. 

While the exact design of a store front is a matter of 
individual taste and desire, there are, nevertheless, cer- 
tain governing factors if the best merchandising effects 
are to be obtained. This is particularly true in the design 
of the display windows. 

For example, the height of the display window from 
the pavement is important. The bulkhead (distance 
from pavement to the lower edge of the plate glass in the 
window) varies from 30 to 36 inches. There is no fixed 
rule on the matter of height but in principle, the larger 
the item to be displayed, the lower the height of the 
window from the pavement. Department and furniture 
stores should, therefore, employ low windows. Jewelers, 
displaying rings and other small pieces of merchandise, 
should employ higher windows for the higher bulkhead 
affords a better view of small products. 

In remodeling an old store front, the physical condi- 
tions on the job determine the size and number of win- 
dows. Circular and unusually shaped windows are recom- 
mended for high-class jewelry stores. Jewelers can ob- 
tain better lighting effects with small windows. 

Dr. Edward R. Weidlein, director of the Mellon In- 
stitute of Industrial Research, touched upon this subject 
in a recent issue of “The American City” magazine. 

Pointing out that cities and homemakers will adopt 
polished products, make better use of sunlight, pay more 
attention to purer air and dash color here and there, 
Dr. Weidlein predicts: 

“The distinctive note of these things is a combination 
of the qualities of glossiness, smoothness, and cleanliness. 
It seems logical to expect that the creation, manufacture 
and increasingly wide marketing of these products will 
tend more and more to set a changed standard of public 
taste. Indeed the change is already manifest in the gloss 
of our automobiles; in the shininess of most modern 
kitchens and restaurants; in the aluminum and stainless 
steel trim of buildings; in modern store fronts and metal- 
lic letterings; and in art objects without number. 

“If we may believe our eyes, the indication seems clear 
that we are to get an effective impetus for city beautifi- 
cation from and by grace of the perfection in machine 
production. We first expected the machine to give us 
utility. Then we asked that attention be paid to artistry 
in form. Now we are demanding emphasis on highly 
polished surface and lavishness in color, in addition to 
form and utility.” 

The illustrations on page 81 indicate very clearly 
how some jewelers have beautified their store fronts 
through the use of structural glass. 
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DESIGN REGISTRATION 
LINDER THE CODE 





by George A. Ingleby 


Chairman, Trade Practice Complaints Committee of 
the Medium and Low Priced Jewelry Code Authority 


"Whe Trade Practice Complaints 


Committee is an instrument of the Medium and Low 
Priced Jewelry Code Authority. It is provided for under 
the regulations of the N.R.A. and relieves the Code 
Authority of the burden of hearing and making decisions 
on trade practice complaints. All complaints in reference 
to violations of the Medium and Low Priced Jewelry 
Code, with the exception of those pertaining to labor and 
hours, are heard and decisions rendered by our com- 
mittee. Under the N.R.A. statutes we are permitted to 
hear cases involving labor and hours if the complaint is 
filed by a manufacturer claiming unfair competition by 
violation of the labor and hours provision of the code. 

The committee consists of John J. Collins of the Ostby 
& Barton Co.; Hayward T. Parsons of Hinckley, Allen, 
Tillinghast & Wheeler, legal adviser; Tom Bateman, 
administration member; William H. Blake, executive 
secretary; a member of the Code Authority; and George 
A. Ingleby of the Hadley Co., chairman. 

The organization of the committee took place at a 
meeting held Oct. 4 of last year. Many interesting cases 
have come before our committee since its organization, 
and it has been the utmost desire of all members of our 
committee to give all who have a complaint the oppor- 
tunity of a hearing, at which time they may present all 
data and evidence, before a decision is made by the 
committee. 

It is very interesting to note the various violations of 
the code that are presented to us. It gives one a clear 
picture of the portions of the code which the majority of 
our members wish to have upheld. 

There is no doubt in our minds that the registration 
of designs is one of the most important provisions in our 
code, and fully 90 per cent of the complaints we receive 
are on this particular provision. It seems. to be the 
unanimous opinion of all concerned that this provision 
is one of the most important in the industry, and it is 
the desire of all concerned that just and speedy action 
be rendered on such violations. The importance of in- 
fringements of design can be noted by the fact that in 
most of the cases presented to us we have adopted the 
policy of advising the respondent and complainant that 
a hearing may be held if they so desire. Ninety per cent 
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of these have resulted in hearings and in most cases the 
parties have been represented by legal counsel. This 
surely gives a true picture of how important the members 
of our industry regard the registration of designs, and it 
need not be said that for this reason our committee has 
given serious study to these cases. We are very proud of 
the fact that in some cases the Federal Courts and the 
Magistrate’s Court in New York City have upheld our 
decisions. 

One of the problems confronting our committee is that 
when an infringement of a registered design is discovered, 
the owner of the registration insists that quick action be 
taken. This is not possible due to the fact that under 
our regulations it is necessary to serve notice allowing 
the respondent ten days in which to attend a hearing or 
file whatever evidence may be available. Our committee 
has taken the stand that they wish to hear all possible 
evidence before rendering a decision. In this way we feel 
our decision will be just and that we have given each 
party ample time in which to prepare his case. 

It has been necessary in some cases for our committee 
to declare invalid certain registrations which, in our 
opinion, were not registerable. This becomes necessary 
due to the fact that when a complaint is filed and the 
case heard before our committee, evidence is presented 
which was not available at the time of registration. In 
some cases affidavits are presented which prove the design 
is not original. 

We feel that the splendid cooperation which has been 
offered by the jewelry industry at large to our committee 
certainly repays us for the time and effort our members 
have given to this work. Our committee urges the in- 
dustry to use the Design Registration Bureau for the 
registration of designs, also to consult this bureau on any 
questions pertaining to the registration of designs. We 
believe it will be a great help to the industry if the mem- 
bers make a practice of consulting this bureau before 
marketing various items, and if the idea is original, it 
may be registered. In this way they would not become 
involved in design infringement. Our committee has 
great hopes for this provision in our code and we look 
forward to the hearty support of all the members of our 
industry. 





@eorgian Service PAIR 
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LATEST MASTERCRAFT CREATION 


An authentic reproduction of an Old 
English set, this Classic Georgian 
Service reflects the dignity and simple 
beauty of that gracious period. From 
the Gadroon and Shell border to the 
perfect symmetry of each piece, the de- 
tails of this exquisite pattern have been 
rendered with consummate fidelity. 
Notice the masterly restraint in design 
—the classic touch of contrast in 
ebony handles and tips on Coffee pot 
and Tea pot. 


Here, without question, is a service you 
can sell with absolute assurance of cus- 
tomer satisfaction. Fashioned of high- 
est grade heavy silver plate on nickel 
silver base, every piece leaves our 


craftsmen’s bench carefully inspected 
from the world-known Pairpoint stand- 
ard of quality and lasting service. 
Known to the trade for generations, the 
mark PAIRPOINT is second only to 
the mark Sterling, for behind every 
piece bearing our imprint stands the 
integrity, artistry and reputation of 
skilled, long-service craftsmen. 


Display this superb Georgian Service 
in your windows, in your cases or on 
your counters. It will instantly appeal 
to your discriminating customers. And, 
best of all, it is priced in keeping with 
present day conditions. Feature this 
latest Pairpoint creation—it will pay 
substantial profits. 


THE PAIRPOINT CORPORATION 


43-47 West 23rd St, 
New York City 


NEW BEDFORD, MASS. 
Lid A. 


150 Post St., 
San Francisco 
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“Aren't Chase 
things lovely! 
ll take these.’’ 


“So useful! Send this 
Chase set, please.” 




















It’s a case of 


SALES AT FIRST SIGHT 


New items in Chase Chromium 





“A REAL Old ;, 

Fashioned ati § -: a | “sure to sell”, say buyers .. - 
cup! Glve me x ' > 

eight.” -——= r ; 
These new Chase chromium arti- 


cles are styled right, priced right, 
and designed to sell at first sight. 
They have freshness— originality. 
With sparkling glass and colorful 
plastics this brilliant chromium 
line is more attractive than ever. 
Speed up your sales by featuring 
these smart Chase products in 
your Spring promotions. Feature 
them as useful products for every 
home all the year round. 





See these and other new Chase Products at the 
Boston and Philadelphia Gift Shows. 


BOSTON « PHILADELPHIA 
Mar. 11-15—Hotel Statler Mar. 25-29—Adelphia Hotel 


. Chase Brass & Copper Co. 


Incorporated 






Specialty Sales Division - Chase Tower 
New York 
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MkS. E. H. COLE 


Tie making of pottery 
is of all the arts known to man most necessary and more 
closely allied to human instincts, for man discovered as 
soon as he came into being that he could shape things 
for daily use out of the clay at his feet. 

In the early days of colonization the American settlers 
found little opportunity to work with their new soil 
other than to make it produce food and shelter for their 
needs. ‘There were several potteries in Virginia as early 
as 1650, but no records show definitely where they were 
or by whom conducted. In 1684, in the Coxe pottery 
at Burlington, N. J., a white stone ware was made of 
fine texture, salt glazed, resembling stoneware produced 
in England. Later, potteries were established in South 
Carolina, and in spite of the fact that they were small, 
Josiah Wedgwood wrote that they were apprehensive 
of losing the trade with their colonies. Other small 
potteries were established elsewhere so that by 1765 there 
had developed a somewhat general movement to encour- 
age the domestic manufacture of articles which had 
hitherto been imported from England and Continental 
Europe. 

By the time the Revolution broke out, the industry 
had made substantial progress particularly in the im- 
provement of the quality. Numerous workmen had come 
from the English potteries bringing with them the de- 
signs and methods used in the best English establish- 
ments. The immediate effect of the war was to stimulate 
the native industry since importation from Great Britain 
was stopped and the colonists were compelled to produce 
a supply at home. The quality declined due to the gen- 
eral disruption of the times. As the war ended the in- 
dustry revived, but very shortly Americans were ashamed 
of American products and so we find that for self pro- 
tection American potters left their wares unmarked to 
insure a more ready sale. 

It was not until the beginning of the 19th century 
that the pottery industry in America made any notable 
advances. A large portion of that made at this time was 
slip ware. Slip, a name given by potters to a clay re- 
duced to the consistency of cream by water, is used for 
two purposes. A local clay used for a body often pre- 
sents an unattractive appearance which can be overcome 
by giving it a coating of slip made from a finer clay. 
Slip is also used for decorative purposes. 

Confined to Philadelphia largely was a sgraffito ware 
in which the design was made by cutting away the sur- 
face of a clip covered body. Silver luster ware was also 
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made in Philadelphia and was considered equal to that 
imported. 

In the latter part of the nineteenth century consider- 
able progress had been made at Bennington, Vt., and 
when the United States Pottery there closed, the finest 
body of craftsmen that had been gathered together in 
any American pottery up to that time dispersed, going 
to Ohio, Illinois, and New Jersey. Thus, we find in 
types of pottery for 30 years traces of men who had 
worked at Bennington. 

Since then, remarkable progress has been made in the 
potteries all over the United States. The first great 
impetus to the industry occurred during the World War 
since the imported ware was difficult to obtain. At this 
time the first bisque was produced. Old potteries were 
enabled to enlarge their plants and new potteries sprang 
up until now America produces a splendid range of art 
and table ware. Very recently the demand has been 
greatly enlarged since the problem of foreign exchange 
remains so unsettled. 

The American trend in the use of table lamps has been 
another factor increasing the demand for pottery. This 
together with the use of pottery vases for flowers repre- 
sents a large proportion of the pottery industry. The 
beauty of the flower seems to complement the other and 
bring out all the bits of color. 

The old method of turning the clay on a revolving 
wheel is still used. It requires considerable skill and a- 
true feeling for form and a fine sense of proportion. 
There is a charm and freedom natural to any handicraft 
that is lost by the more modern method of casting. 

When a model is used it is encased in plaster and 
from this block the mold is made in which the actual 
article is cast. After the vase is cast it is left in the 
mold to harden, then taken out and given to a finisher 

(Turn to page 94) 

















Mollie Boynton ine 


225 Fifth Avenue, New York City 


Quality Merchandise 
for Jewelers 





Pewter by Nekrassoff. 


Exquisite hand-wrought articles by this famous 
craftsman. Punch bowl and ladle, Bowl 12 in. 
diameter—$15.00 net. Bowl 16 in. diameter— 
$7.50 each. Other articles from $10.80 per 
dozen to $15.00 each. 





This lovely tray is made of metal, painted 
white, with a hand painted floral group as 
decoration. This is typical of many numbers 
offered by the Costamp Metal Products Co. 
Tray No. 202/511T (illustrated) is $2.90 each 
net, long diameter 24 in. Other trays from 
$5.40 per dozen to $10.75 each. 


Pottery Reproduction Egyptian Metal 
Wall Shelves Anri Carved Wood Novelties 
Wire Articles Hand Hooked Silk Mats 
Wrought Iron Tole Trays and Baskets 


Flower Arrangers Glass Accessories 


Pewter and Copper by Nekrassoff 














cm en i re 





No. 4326 





E consider this the best of all dec- 
orations on the “Dresden” order. 
The drawing and coloring of the sprays 
is true to style and the gold tracing 
appropriate. The shapes were 
especially designed for this pattern. 
Handles gold traced. We carry this 
pattern largely in both dinnerware and 
fancy pieces, and shipments are made 
promptly. 





We also carry a large line of Place 
Plates, Cream Soups, etc. Also an 
extensive line of staple and fancy 
glassware suitable for the Jewelry 
Trade. 











Paul A. Straub & Co. 


INCORPORATED 


105-107 Fifth Avenue 
At 18th Street New York 
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| SOCIAL STATIONERY — — 





GEORGE HEINEMAN 


Assures Profit and Prestige 


There are many advantages in offering the public an opportunity to buy 
stationery in a jewelry store. It draws new customers and thus increases . 
store traffic. This often results in the sale of articles from the regular 
stocks of jewelry, silverware, watches, clocks and other articles. This 
is particularly true when wedding stationery is purchased. 


Mew is an excellent 
time for the jeweler to add new items which will fit in 
harmoniously with his major lines. This would not be an 
experiment in the case of social stationery, as some of 
the leading and most exclusive jewelry stores now carry 
fine lines. 

Needless to say, this merchandise is not only in keeping 
with jewelry but is also a profitable stock. Special lines 
of stationery for retail jewelers which are not to be had 
in any of the department stores or gift shops are available. 
This eliminates competition and enables the jeweler to 
get a generous mark-up. 

The space necessary need not be large—a five-foot 
showcase should be sufficient to allow for a nice presenta- 
tion. Display of stationery is very necessary to satisfac- 
tory selling. The all-important question of cost, I be- 
lieve, also would not be prohibitive. The sum of $50 to 
$75 should be ample in order to get a variety both in size 
as well as price range. 

As to the actual stationery that I would suggest, there 
are two classifications of paper—the so-called reams goods 
or pound papers and papeteries. Pound paper is packed 
more economically than the papeteries; that is, the paper 
is put up in boxes containing 60, 72 or more sheets and 
the envelopes are packed in bulk and usually sold in 25s. 
Pound paper is usually for your client’s own use and 
brings him back time and time again to replace either the 
Paper or envelopes, as it rarely happens that both run out 
at the same time. Pound papers are considered the 
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“staples” in the stationery field and are sold equally well 
throughout the year and not just before Christmas, Easter 
or Mother’s Day. 

However, to take care of the festive occasions as weH 
as birthdays, graduations and anniversaries, the jeweler 
needs the papeteries or boxed stationery which has the 
paper and envelopes packed in the same box, usually 24 
sheets and 24 envelopes, 48 sheets and 48 envelopes, 
known as 1 quire, 2 quire and upward. 

Attractive gift cabinets are always welcome, no matter 
what the occasion or who the receiver may be. There are 
boxes for weddings and anniversaries as well as those 
that will take care of any of the holidays. Some of these 
cabinets are so cleverly constructed that they-can be 
readily used for other purposes after the contents have 
long been used up. The drawer and hinged boxes make 
very attractive jewel and trinket chests which sometimes 
compete very successfully with especially made boxes. 

To make a gift box of stationery more personal and 
individual, the stationery can be engraved or mono- 
gramed at no very great cost. This makes an ideal gift 
for a member of the family or a close friend to whom the 
giver is tired of giving ties, gloves, bags, etc. 

I think the jewelers will readily agree that quite often 
customers come in looking for an attractive and at the 
same time inexpensive gift, and find that the things that 
appeal to them in the jewelry line are more than they 
can afford. The addition of gift stationery which can be 
retailed from $1 to $5 may be the solution for these cus- 
tomers. 











they are in constant touch with the market and are given 
guidance in the development of timely articles and other. | 
wise receive the practical assistance which is so necessary 


Aluminum Alloys for Accessories 





By M. WILLE 























| Laie the past two years 
| the use of aluminum and aluminum alloys for decorative 
/ and table accessories as well as for gift articles in gen- 
eral has steadily increased, so that it now occupies an 
important position in that field and cannot be ignored by 
the up-to-date jeweler. 

One of the alloys, the use of which is confined to ar- 
ticles of prestige and of both artistic and practical merit, 
is Argental. It possesses highly desirable qualities, fore- 
most of which is its remarkably silverlike appearance 
combined with a high degree of resistance to tarnish. 
This is obviously a rare and happy combination, which 
is bound to stimulate the interest of the jeweler regard- 
less of whether or not he has a department devoted to 
gifts, as this metal will not clash with silver and requires 
no complete ensemble to be quite proper on a well-set 





table or buffet. The fact that it can claim hand-wrought M. WILLE 
individuality definitely classifies it as jewelers’ stock. 

The alloy is used exclusively by the Metalcraft Guild, to establish balance between the artistic and the useful. 
an association organized for the purpose of developing in Organizations of a very similar nature are common in 
this country the type of workmanship and design here- European countries, but here the trend toward mass pro- 
tofore associated only with imports. The guild is com- duction and standardization and the disregard of quality 
posed of foremost American silversmiths and craftsmen, in favor of showiness in recent years have left little fertile 
who are situated in various cities, and it may be said that ground for such development. ‘The situation is rapidly 
their workmanship is representative of the finest that can changing, however, and quality and individuality are 
be produced in this country. ‘Through their distributors again becoming requisite for the discriminating buyer. 











FIT FOR THE QUEEN’S BOUDOIR 
BUT POPULARLY PRICED 













WE IMPORT 


| Perfume Bottles 

| Venetian Glass 
Bohemian Glass 
Crystal Decanters 
Beverage Sets 
Girandoles 
Bronze Statuettes 
Fine Lamps 
Porcelain Boxes 
Porcelain Trays 
Dresser Trays 
Picture Frames 
Vases and Urns 
Alabaster 

Crystal Chandeliers 





















The Jewelers Headquarters 


For Unusual Gifts 
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Perfume Mirror Trays with gold plated frames from $2.00 up. 
Glorious imported Cut Perfume Bottles in various pastel colors, some with jeweled 
mounts, from $1.00 to $4.75 each. 

THOUSANDS OF IMPORTED GIFT AND ART OBJECTS at the BOSTON SHOW 
- «STATLER HOTEL—W. 518. DATES MARCH 11 to 15 INCLUSIVE 


FRIEDLAENDER&COMPANY, 


IMPORTERS and MANUFACTURERS 
53 WEST 23rd STREET NEW YORK CITY 












BRANCH 


860 Los Angeles St. | 
Los Angeles, Cal. 


Inc. BRANCH 









| 1555 Mdse. Mart 
Chicago, III. 
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Profit in Photo Frames 
By PETER LEVINE 


UALITY, value, profit—these are decidedly the 

salient points in the consideration of the purchase 
of new merchandise or the reordering of an established 
line. 

The trend of modern buying is definitely toward qual- 
ity. Quality in photo-frames is formally acknowledged 
by the recognition of meticulous construction, the strictest 
attention to detail, such as reinforced soldered corners, 
guaranteed, lasting, superb finishes, finest glass, exact 





PETER LEVINE 


sizes, made in accordance with photographers’ pictures, 
exquisite materials, accurately fitted velvet mats, well 
made velveteen backs with reinforced easels and pulls, 
brilliant, intriguing, pace-setting styles of good taste, 
which are suitable for any period or scheme of decoration. 

Value and price are synonymous. However, there is 
this important difference—price is what is asked for goods, 
and value denotes that which makes things desirable. 
The correctness of price is best ascertained by compari- 
son. The value of photo-frames lies in the quality, the 
adaptability and appropriateness as discriminating gifts. 





Boston Gift Show 


Plans are announced for the Boston Gift Show, to be 
held again at the Hotel Statler, in Boston, during the 
week of March 11 to 15. 

This show serves as a buying mart for the entire retail 
field which caters to that broad trading area of which 
Boston is the center. Representative lines of decorative 
home furnishings, gift and artware merchandise exhibited 
by leading manufacturers and importers at this show are 
carried by practically every retail center in the territory 
of the New England States. 

Summer is the season for business at New England’s 
resorts. In anticipation of a better-than-usual summer 
business, retailers who serve this vast trading area are 
restocking this spring to meet the expected summer de- 
mand, and are looking to refill shelves which were left 
well-nigh empty by a good holiday business. 
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Spode's Old Gloucester 
(Lowestoft Style) 





A revival of one of the early Spode 
designs, about 1800, originally done in 
soft blue on Spode's Stone China to fi'l 
in the old Chinese Lowestoft services, 
or to replace them. Lovers of the old 


Chinese Lowestoft will appreciate the 
dignity and refinement of these old 


Spode revivals. 
Import only, five months. 


Send for sample and prices. 


COPELANDs THOMPSON inc. 


206 FIFTH AVENUE - NEW YORKCITY 















: on probably are very 
few homes today that do not boast a few relics of bygone 
days, which, though relegated to dusty corners of closets 
and attics, are taken out on cleaning days and smiled at 
with indulgent amusement, ofttimes bordering on wist- 
fulness. These are the things that mother and grand- 
mother received as wedding gifts. 

Fifty years ago the young bride received first and fore- 
most her flat silver and her set of dishes. The silver was 
heavy and ornate, designed to last forever and ever, while 
the dishes were usually white with a discreet wreath of 
flowers as decoration. Then there was a quantity of hand- 
embroidered linens which always included the set of 
slumber pillows known today as bolsters. A sturdy clock 
for the mantelpiece was presented by fond aunts and 
cousins, and the rest of them, who were at their wits’ end 
as to what they should give, fell back on spoons. Big 
spoons, little spoons, and middle-sized spoons, teaspoons, 
coffee spoons and soup spoons. Every young bride boasted 
dozens and dozens of them. And then, of course, the 
caster with its unsightly bottles for vinegar, salt, pepper, 
and other condiments was usually included in her outfit. 
They are still to be seen in old-fashioned homes occupy- 
ing a prominent position in the crystal closet. 

Even a quarter of a century ago, wedding gifts were 
not what they are today. That period was an era of 



















Wedding Gifts of Yesterday and Today 


By BETH WEISSMAN 





quantity and not quality. The giver asked himself 
“What will look the most for the money?” ‘The answer 
was usually a colossal ornament. If it were not so beau- 


_ tiful it mattered not at all, as long as it was pretentious 


and big. The favorite ornaments were imitation bronze, 
ladies modestly draped, balanced on one foot in Mercury 
fashion with a posy held gingerly between daintily ex- 
tended fingers. The alternatives were wild beasts of 
various species in different attitudes of ferocity. With 
these ornaments there usually came a teakwood stand. 

That period was also a veritable age of crystal. Heavy 
cut crystal fruit bowls, flower holders, olive dishes, and 
such figured largely among the young bride’s wedding 
gifts. She also received many sets of glasses for the dif- 
ferent beverages served at the formal dinner. In those 
happy days, the water glass was not as indispensable as 
it is today, even though it had its place at the table. There 
were cocktail glasses, glasses for white wine, champagne, 
and lovely burgundy colored ones for red wine, and 
lastly the diminutive glasses for liquors. 

How different are the wedding gifts of today. The 
majority of them are utilitarian, yet at the same time 
they appeal to one’s aesthetic taste. The custom of 
smoking not only for men but for women as well, has 
brought with it the smoker’s paraphernalia. ‘There are 
ashtrays, and cigarette boxes for all tastes and all sized 





















Correct reproductions of Irish 
Waterford rock crystal glassware. 


Write for leaflet and visit 
our showroom 


W. E. LINDEMANN 


225 - 5th Ave., New York, N. Y. 























No. 3033 


Decorated Dresden China Smoking Set. 
An Ideal Bridge Prize. $3.75 per 
Dozen Sets. 


Other smoking items ranging from $1.80 
Dozen to $48.00 Dozen 


Over 2000 practical Gifts on display 


Edward P. Paul & Co., Inc. 


Established 1898 
1133 Bway. (near 26th St.), New York, N. Y. 


CHICAGO LOS ANGELES 
Ira A. Jones Co. D. E. Sanford Co. 
1545 Merchandise Mart 656 So. Los Angeles St. 
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pocket-books, and a gift of this sort is always acceptable 
because of its usefulness and attractiveness in any room. 
And nowadays when the newlyweds commonly start 
out in three and four room apartments, the smaller the 
gift, the more it is appreciated. 

We moderns are always devising new and more beau- 
tiful objects for the home, and lamps have in truth come 
into their own. No matter how small the home, an at- 
tractive lamp is always welcome. And the delightful 
neutral shades in which they are created nowadays make 
them harmonize with almost any color scheme. Lamp 
bases are simple as are the shades themselves. 

The important thing to consider in choosing wed- 
ding gifts today is that this generation has been educated 
up to the appreciation of beauty. Anything that jars 
the eye will meet with hearty disapproval. Good taste 
demands simplicity as well. The matter of size and 
suitability to the type of home in which the young couple 
plans to live is another vital point to remember. Al- 
though this sounds as if the buying of a wedding gift 
would be a matter of long and weary search, surprisingly 
enough it is not. The selection of a wedding gift today 
in the jewelry shop is a pleasure. The gift department 
buyer of the jewelry shop has anticipated the demand 
and pieces which meet with modern approval are carried. 


Toilet Goods for the Jewelry Store 
By I. M. POSNER 
N years past many jewelers were inclined to feel that 
anything outside of strictly jewelry items had no place 
in their establishments. I have watched with interest the 


evolution of the modern jewelry store, during the past 
few years, and am glad to see the diversified lines that 
are now carried by progressive jewelers. 

Small electrical appliances, gifts, stationery and greet- 





1. M. POSNER 


ing cards are now accepted lines for jewelry stores in the 
public mind. In fact, any presentable line of merchandise 
can be sold by the jeweler who is interested in profits. 
For some years compacts have been accepted as jewelry 
store items without question although a compact contain- 
(Turn to page 94) 
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301-302 Miniature frame, 3 x 4, assorted subjects, all color velvet 


411, 412 Porcelain Painted Plaques, 3 x 4, 6 subjects, horizontal 


Branch: 860 Los Angeles Street, Los Angeles, California 





REFLECTION OF PERFECTION 





303 Miniature frame, 2% x 3%, assorted Queens, 12 subjects........ $15.00 dozen 


BE Rosé vncgethvetedssnreeecdinsdsaksanseudedeakekerhecebhas 15.00 dozen 
301F Miniature frame, 3 x 4, full picture, no mats, 12 subjects 15.00 dozen 


GP WG Secchi cécccevetnécercecusceeeuneeenenisendeteee 15.00 dozen 


STERLING MOUNT COMPANY, INC. 
Manufacturers & Importers 
Photo Frames, Perfume Trays, Miniatures, Jewel Boxes, Metal Novelties, Dresden Lamps 
24 East 22nd Street, New York 


BIO! Jewel Box, 5 x7, velvet lined, all colors, or cedar wood lined for 
BORUEEEEN « decvcccccquccaansdncacedaneueen cenckseundednundées $6.50 each 

801 Photo frame, 8 x 10, all color velvet mats, velvet back with easel. 3.50 

760 Photo frame, 7 x 9, all color velvet mats and stones, velvet back 
WEE GOED ccccccccccéoccedonctns snnstinseceanen@esecersecass 2. 

T760 Perfume mirror trav to match 760 frame, on legs............. 3. 

760 12 frames T760, 12 trays in dozen sets (24 pieces).......... $66.06 doz. sets 


Branch: 1555 Merchandise Mart, Chicago, Ill. 








THE JEWELERS’ CIRCULAR—KEYSTONE 
for March, 1935 








GENUINE QUIMPERWARE 


MADE IN FRANCE 





Illustration Shows a Brittany Wedding Procession 


This is but one of many items of 
fancy ware and dinnerware carried in 
New York stock of French Quimper- 
ware made by the Grande Maison 
factory (Established 1420) for which 
we are sole American representatives. 


Write for illustrations and prices to 
the trade 


THEODORE HAVILAND & CO., INC. 


26 W. 23rd ST., NEW YORK, N. Y. 
Southern Office: A. L. Ingalls, 401 Insurance Bldg., Dallas, Texas 
FRENCH CHINA—ENGLISH DINNERWARE — QUIMPERWARE 

















THE ARMOUR HAND WROUGHT 
ALUMINUM LINE 





Showing 
Our Famous Supper Tray, $5.00 
Hinged Cigarette Box, $4.50 
Ash Tray, $6.00 dz. 
And Match Box, $4.50 dz. 


Complete Line Will Be Shown at Boston Gift Show, 
Hotel Statler, March 11 to 15 
Philadelphia Gift Show, Adelphia Hotel, 
March 25 to 29, 1935 


A. STANLEY BRUSSEL 


Suite 803-5 225 5th Ave., N.Y.C. 
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Toilet Goods for the Jewelry Store 
(From page 93) 


ing rouge or powder might not be suitable to the user 
on account of the shade of rouge or powder supplied, 
However, compact manufacturers have found by year; 
of experience that certain shades of rouge or powder 
are acceptable to a very large percentage of women and 
accordingly most compacts are sold without trouble. Some 
jewelers hesitate to buy lipsticks in connection with com- 
pacts and costume jewelry on account of the shades of 
colors involved. The same thing as color in compact 
contents holds true in lipsticks. There are only a very 
few actual lipstick colors although some department stores 
may feature large displays, showing a dozen or more 
shades with subtle or exotic names for what really 
amounts to a few variations of different shades of red. 
Lipstick manufacturers, catering to the jewelry trade, 
usually confine their colors to a few of the most popular 
shades that are acceptable to nearly any woman. 

During the past year a number of attractive manicure 
sets, of the type containing liquid polish and removers, 
have appeared on the market. Some jewelers have hesi- 
tated to carry manicure sets as they were afraid the liquid 
polishes had to be demonstrated. ‘This is a mistaken idea, 
however, as women have become so familiar with liquid 
manicure preparations that some of the polish manufac- 
turers no longer inclose even a sheet of directions for the 
use of their products. In the nail polish shades, it has 
been found that a light medium or natural shade of polish 
is acceptable to over 90 per cent of the women. 

The manicure set manufacturers have been particularly 
ingenious the past year in making novelty sets with at- 
tractive cases of Bakelite or similar materials. Several 
sets are made in the form of cigarette boxes. In this 
type, when the manicure liquids are consumed, the box 
or container can be used as a cigarette box. 





About American Pottery 
(From page 87) 


who trims the seams left by the mold, sponges and 
smooths the clay, perfecting each piece for firing. ‘The 
third method, jiggering, is a combination of the other 
two. An open mold is placed upon the wheel, the clay 
is thrown into it and, as the wheel revolves, is pressed 
into shape by a tool especially formed for that purpose. 

Color is a most important factor. In unglazed pottery 
the color naturally is inherent in the clay, but the glazed 
product, it may be either mixed with the glaze or ap- 
plied underneath the glaze. Most of the American glazed 
ware is of the former type. The interesting colors, lus- 
ters that last, clear surfaces, striking silhouettes, all tend 
to heighten our interest in our native pottery, which pro- 
duces a dignified simplicity and perfection of technique 
that is not matched by the foreign potteries. 

Pottery, because it has been made through the ages, 
surely has acquired a dignity and so should be interesting 
to the jeweler and because of its attractiveness appeals 
to all women, who purchase such merchandise because 
it does appeal and not because of the utilitarian need. 





Reports from State Secretary L. G. Ballard, Wilson, 
N. C., show good progress with the new North Carolina 
State Horological Society. 
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The + and — of Electric Clocks 


(From page 41) 


renewing the movements of electric clocks there are only 
a few clock companies that we can safely say will most 
likely stay in business from our past experience in electric 
clocks.” , : 

Several jewelers report a constantly increasing demand 
for electric clocks, resulting from national advertising and 
store promotion. ‘The question of current interruption 
as an objection seems in some localities to have little im- 
portance, while other jewelers find it a definite point of 
sales resistance. This is obviously an uncontrollable fac- 
tor, so far as manufacturer and dealer are concerned, and 
undoubtedly will be eliminated in time by the power com- 
panies. One conclusion is certain, judging from the many 
expressions obtained from jewelers by the questionnaire, 
and that is that careful buying of quality lines of electric 
clocks from manufacturers of repute, supported by honest 
representation and intelligent service, should lead to a 
growing business for the retail jeweler; provided, of 
course, that manufacturers adjust their distribution poli- 
cies to the needs of the jeweler, and help him in his effort 
to sell fine clocks at a fair profit by restricting the outlets 
of certain models to the jeweler and perhaps the better 
department stores. 

The gravity of the problem of promiscuous distribution 
is especially evident from the comments of jewelers re- 
sponding to the questionnaire. Put tersely by one mer- 
chant: ‘“The practice that some manufacturers indulge in 
of selling a line of clocks to the jeweler to be retailed at 
one price, and then selling a similar clock to the cut-rate 
stores to be retailed at any price, should be stopped.” 

Following are additional remarks on this subject: 

“Perhaps controlled distribution would solve the prob- 
lem so far as the jeweler is concerned. This, however, 
would probably not suit or be profitable to the manufac- 
turer, and as the manufacturer controls the situation, there 
is nothing the jeweler can do, or really should do. When- 
ever an article gets cheap and common, the best thing a 
jeweler can do is let it alone, and without regret devote his 
time to handling something that is befitting a jewelry 
store.” 

“It seems to me that it would be profitable for some 
good clock concern to distribute its wares through the 
retail jeweler exclusively. Until this is done, or until 
some manufacturer furnishes a special line of clocks (in 
addition to the lines sold promiscuously) we cannot look 
for any real, lasting, improvement.” 

“I would suggest keeping clocks out of drug stores and 
all other stores but regular jewelry stores or stores not 
having a regular jewelry or clock department, so that 
clocks would not be in the football class.” 

“Our worst difficulty locally is that since electric clocks 
came out they are handled by electrical supply stores, 
hardware stores, department stores (that do not have 
jewelry departments), and drug stores. Electric clocks 
have also been given in this locality as a premium with 
chewing gum.” 

“We wish to say that due to the promiscuous way in 
which electric clocks have been distributed, sold, and given 
away, they have dropped off in sales tremendously. 
At the present time we sell 10 spring and weight clocks 

(Turn to page 96) 
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“Gingham” Beak Set 


WASHABLE 
SIZE: COLORS: 
12 x 19 only Blue, Green, 
Red, Black, 
and Maize 


$1 4s DOZ. 


Stationers Specialty Corporation 
151 Lafayette Street New York, N. Y. 

















SPRING BAGS 








Florentine Leather Bags for Early Spring Delivery 
Come with and without zippers 
No. 1103—$90.00 doz. 
No. 1106—$60.00 doz. 
No. 1102—$60.00 doz. 
Also a large assortment of genuine Florentine leather bags 
in white, $8.00 dozen up 


F. 0. MERZ & CO. 


Manufacturers and Importers 


754 North 45th Street PHILADELPHIA, PA. 














NORMA 


New, SENSATIONAL 


4 COLOR PENCIL 
WITH THE INSTANT SHIFT 


A Success Story You'll Be 
Interested In 


Without advertising, this sensational 4- 
color pencil took the lead right from the 
start, for it is practical—invaluable to the 
busy executive or professional man. Beau- 
tifully designed, it shifts instantly from one 
color to the other with merely a flick of the 
thumb on the writing hand—and it is so 
perfectly constructed, so staunchly built 
that it is guaranteed against mechanical 
defects. 

Now with a nation-wide advertising cam- 
paign, a powerful sales force to back up 
your selling, messages going meneey to 
millions of interested readers, you can share 
in the profits that this increased business 
will bring. 

Only the amazing merits of Norma, its 
many advantages, have placed it in its 
unique position today—its writeability, its 
skillfully engineered construction. 

People in your community also will read 
about the advantages of Norma. Be pre- 
pared with an adequate supply. Write to- - 
day for further particulars—if your dis- 
tributor cannot supply you. 


Norma advertising appearing in 


New York Times Magazine 
Nation’s Business 

Popular Mechanics 
Architectural Forum 
Engineering News Record 
Certified Public Accountant 
Electrical World 


NORMA PENCIL CO. 


150 BROADWAY NEW YORK CITY 


Western so; peed 
704 Market Street. San Francisco, California 
PRICED TO SELL 


Silni, a beautiful, dura- 
ble, silver-like metal $3.50 





































| Rolled gold plate 5.00 
Sterling silver 8.50 
Dawa 14 K gold filled 12.00 
—— 
. al 
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The + and — of Electric Clocks 


° (From page 95) 


to one electric clock. This is due to the fact that the 
above method of merchandising has put the electric clock 
in the ‘free junk’ class and that to get a good timepiece 
the customer has the idea that he must get back to the 
original type of clock.” 

“We believe that the only way a manufacturer can 
control his distribution is to sell through selected jobbers 
or sell direct. We have in mind several instances where 
we have interested customers in electric clocks, only to 
lose them to the retailing wholesaler.” 

“We like to sell only those lines sold exclusively 
through jewelers. Controlled distribution and price 
maintenance like Hamilton watches. All national adver- 
tising should tell the story, ‘See your Jeweler,’ as the tooth 
paste ads say ‘See your Dentist’.” 

On every hand the recommendation is—“Controlled 
distribution as now practised by a few factories. If there 
is to be any dignity and profit in the electric clock busi- 
ness, it must be through controlled distribution to the re- 
tail jewelers and the recognized stores of integrity. Give 
the retail jeweler a ‘break’ and he will prove to be the 
right outlet and responsible to the public.” 

The strong upswing of electric clock sales was well on 
its way in 1929 and 1930; it might almost be said that 
this new business was ushered in by the depression, and 
at such a time, more than any other, a new item which 
catches the public interest, which besides the advantage 
of novelty has the substantial quality of enduring utility, 
can be a “‘lifesaver” to the retail merchant. Such articles 
make it possible for business to continue; they offer an 
opportunity for effective merchandising to an otherwise 
unresponsive public. To have such an opportunity greatly 
weakened in value naturally brings a landslide of censure 
from the dealers, the expression of which is ably voiced by 
the jewelers quoted above. 

The merit of the electric clock is undeniable; that it 
will grow into a highly important item in the merchandis- 
ing scheme of the well-stocked jewelry store is also 
evident. ‘Today the product offers every chance for in- 
creased sales under the influence of planned promotion by 
the dealer supported by the right kind of national adver- 
tising to the consumer. Admitting the dissatisfaction of 
many dealers, and in spite of the harm that has been done 
to consumer acceptance of electric clocks by policies of 
the past, the fact remains that all through the last two 
or three years, many retail jewelers have enjoyed a con- 
sistently profitable business in electric clocks. 

The future can hold much more than the past, if the 
conditions of which this study is an analysis are cor- 
rected, and the distribution problems of the industry solved 
as effectively as have been the problems of production. 


Platinum and Silver Exported from Canada 


Montreal, Feb. 23.—Platinum exported in the 10 months ended 
January amounted to 120,907 ounces valued at $4,675,707, com- 
pared with 39,191 ounces at $1,567,089 in the corresponding 
period of the previous fiscal year, the Dominion Bureau of 
Statistics reported. 

Silver bullion exported in the 10-month period was 7,387,562 
ounces at $3,526,869, against 8,703,924 ounces at $3,350,845, 
while silver ore and concentrates amounted to 1,392,788 ounces 
at $595,557 in comparison with 3,237,590 ounces at $2,079,226. 
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MUST BE 


PRESERVED 


(Written especially for 
Chilton Publications) 


By DANIEL C. ROPER 


Secretary of Commerce 


ROM time to time we have heard expressions that the 

Roosevelt administration is opposed to business profits. 
This is far from true. The President himself has frankly 
and emphatically stated his belief in the profit motive as 
a fundamental incentive to work and economic achieve- 
ment. Thrift is as essential to our social well-being today 
as it ever has been and thrift means profits. 

The role of the Federal Government is to promulgate 
such methods and to advocate such protective measures 
as will protect the American people from unsound and 
unethical means of profit. 

It is well also that we recall to mind the fact that 
our entire system of taxation is based upon profit. Thus 
the elimination of profits would mean the abolition of 
the Government’s source of revenue. 

It should be borne in mind also that the destruction 
of the profit motive would greatly reduce the buying 
power of the public. 

It is apparent, therefore, that the Administration is 
fully cognizant of the value of the profit system and is 
equally aware of the need to eliminate its abuses. From 
this it may be assumed that governmental participation in 
business and in relief is only an emergency expedient and 
not to be interpreted as a plan to usurp the rightful role 
of private business. 

Perhaps a return to prosperity has been retarded in some 
degree by unfavorable sentiment and by a lack of complete 
understanding of the basic philosophy of the New Deal, 
but I believe that as business observes the unfolding of 
the Government’s policies it is becoming increasingly de- 
sirous of lending its wholehearted support. It is the 


PROFIT MOTIVE 









DANIEL C. ROPER 


function of the Department of Commerce to facilitate as 
much as possible this cooperation between industry and 
the Administration. 

As I study the reports that come to me of business con- 
ditions throughout the country I note that exports of ma- 
chinery for the first ten months of 1934 were more than 
$178,000,000, an increase of approximately $78,000,000 
over the corresponding ten months of 1933. The exports 
of passenger automobiles and trucks for the first ten 
months of 1933 were $43,000,000 and for 1934 this 
figure increased to $107,000,000. Similar reports for 
other major industrial commodities, such as iron and steel 
products, copper, chemicals, etc., show sizeable increases 
in exports in terms of dollars. I interpret this to mean 
that the efforts of the Administration to encourage busi- 
ness are meeting with success and that we shall see 
greater increases in the future. 

By carrying the significance of these figures further, I 
feel that this increase in our exports indicates that our 
manufacturing concerns must be employing more men and 
using more materials. Net sales of wholesalers increased 
a billion and three-quarter dollars or about 14% last 
year. Retail sales increased about three and one-half 
billion dollars during the same period. This was the 
first yearly increase in the dollar value of retail sales 
since 1929. This seems to indicate that the velocity of 
money is gaining and that as its rate of circulation in- 
creases business will feel an increasing demand for goods. 
A greater demand for goods will mean profits and through 
profits the Administration sees the employment of more 
men and the decrease in relief rolls. 
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Diamonds an Investment in Beauty 


plus Pride of Possession 
By William E. Marcus - 


Undoubtedly the 


general public has long had the impression that ‘‘diamonds 
were a good investment.” It is questionable whether 
jewel buyers have analyzed in their own minds what this 
word “investment” really meant when used in connec- 
tion with the purchase of diamonds. 

Some conceived of their “investment” as money back 
on demand ; some-as money back less small fixed discount ; 
some as an equity which retained an important part of 
its original value and was convertible into money any- 
where on demand; while the majority bought with con- 
fidence that diamonds were imperishable and if a rainy 
day came they had something unharmed by wear to con- 
vert into cash at a reasonable discount. 

The natural explanation for the prevalence of the feel- 
ing that diamonds were an “investment” sprang from the 
fact that for more than a generation the general trend 
in the price of diamonds was upward. So high was the 
price of diamonds in 1919 and again 10 years later, due 
to abnormal demand and buying power that the current 
forced sale price of diamonds, which were purchased many 
years previously, had caught up with and in some cases 
exceeded the original purchase price. This made it pos- 


sible temporarily to realize in cash, upon demand, the 
whole amount once paid for the stone or stones to be 
liquidated. 

It rarely occurred to the general public after the price 
of everything collapsed that the diamonds and jewels in 
their possession dropped in value just as much as the ones 
in the hands of the jewelers, and that until values went 
up again it would no longer be possible to convert their 
jewels into cash except on a sacrifice basis. Supply and 
demand have always been the controlling factors even 
though the general public did not think in such terms. 

If diamonds are to be regarded as a good investment, 
there should exist in the buyer’s consciousness two other 
factors beside the monetary value—one, the enjoyment 
one derives from their beauty, and, second, the pride 
which one experiences from ownership. If these are 
lacking, the buyer is not able to realize in full measure 
the maximum potential value of his purchase. 

There are sufficient effective sales arguments in mar- 
keting diamonds without resorting to the catch phrase 
of a “good investment,” which argument may serve as a 
boomerang in times of depression to discredit the sales- 
man, the firm he represents, and the industry as a whole, 





A United Press dispatch from London on Feb. 23 to 
the New York World-Telegram reported that the 
Diamond Corp., in charge of the British market for the 
stones, announced nearly £1,000,000 ($5,000,000) worth 
of the jewels had been sold in the last three days, causing 
a striking improvement in the industry. 




















of Hand Wrought Copper are 


ideal for flower arrangements 


Pitcher in two sizes 

at $1.75 and $2.25 

Vase with brass leaf decoration tions. 
at $3.25 

Low Vase at $0.80 











MRS. E. H. COLES 
225 Fifth Avenue, New York City 











Spring inParis 
will see.... 
Evening Bags 


With ... dainty lace ef- 
fects... soft pastel com- 
. . pearls and 
rhinestone combined in 
smart and intricate pat- 


FLOWER VASES To retail from $1.00 


to $10.00 each. 


Wood Bead Bags 


With... 
fluffy effects... 


and new color combina- 


binations . 


tailored and 


To retail from $1.00 
to $5.00 each. 


Kaplan & Gordon Corp. 
6 WEST 32nd ST. 





COLONIAL DESIGN 
6” Globe No. 36 $1.75 


8” Globe No. 38 2.75 
Wholesale 


Accurate and up-to-date 
There is no closed season on geographical globes. 
hi They sell every day of the year. 
white Write for folder showing complete line from 48¢ 
to $10.00. 
Globes of the World 
Social Supper Trays 
Decorated Tables 
Sewing Cabinets 
Magazine Racks 
Corner Wall Racks 
Wall Book Racks Tole Desk Lamps 
Luggage Racks Colonial Lamps 
Book Ends “Little” Lamps 
HERMAN KASHINS 
10th FLOOR 
225 FIFTH AVENUE, NEW YORK 
Telephone LExington 2-4724 


Silver Plated Ware 
Garden Ornaments 





Tole Table Lamps 
Tole Floor Lamps 


N. Y. C. 
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Photo by Old Masters. 
Pierre Ruedin, jeweler-designer, in his smart Fifth Avenue salon. 


Lee in the heart 


of every woman is the conviction that there is something 
about her that is “just a little different,” that she pos- 
sesses an individual charm which is altogether her own, 
and which, if thoughtfully enhanced, serves to make her 
personality stand out from the commonplace crowd. Thus 
American women of the smart set, well aware of their 
individual needs, have demanded gowns designed and 
executed especially for them, hats molded to their heads, 
and shoes made over their own lasts. The well-dressed 
woman, maintains Pierre Ruedin, jeweler of 665 Fifth 
Ave., New York, now looks to the jewelry specialist for 
ornaments of gems and precious metals which are the 
final and finishing touch in personal adornment designed 
“to heighten and climax the effect created by her clothes, 
make-up and carriage.” 

Although the products of serial manufacture will al- 
ways garb the great masses of people, there is today more 
freedom in individual taste and more women with a pref- 
erence for the unique in both clothes and jewelry; and 


the jeweler must be prepared to fulfill the desire for- 


distinctively personal jewelry for those customers who 
want not only a piece which has no duplicate but also 
one that reflects the temperament of the wearer. 

Mr. Ruedin, sensitive to the tendencies of vogue among 
those with whom styles begin, believes that there is one 
thing which every jeweler, in fact all dealers who sell 
the product of a craft, should realize, and that is that 
smart women today are becoming better informed regard- 
ing art and design. “As a rule,” he explained, “women 
are more progressive than men in these matters, and 
many buyers of jewelry have a trained knowledge and 
appreciation of design, and if the jeweler fails to show 
an equal understanding it will hurt him in his relation 
as a salesman. But if the customer perceives that he has 
a real interest in things artistic, she will enjoy conversa- 
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JEWELS 


to Reflect 
Personality 


Years of experience with Galt & Brother, 
in Washington, and with Cartier & Co., in 
New York, make the remarks of Pierre 
Ruedin, now in business for himself in his 
smart shop atop 665 Fifth Ave., especially 
interesting. In this article he predicts a 
growing popularity of fine colored stones, 
and gives his reasons why. Also, there are 
suggestions based on his own experience 
in selling individually designed jewelry 
from which many jewelers should be able 
to adapt some effective sales ideas suit- 
able to their own requirements. 


tion with him and value his advice as regards her jewelry.” 

With the increasingly important program of art edu- 
cation going on here, through schools and especially among 
the women’s clubs, the jeweler will find an ever-growing 
clientele for “custom-made” jewels in every community 
of any size; perhaps some of his own customers would be 
the first to show interest in designs originated especially 
for them. It remains for the merchant to present the idea 
properly, to develop the right atmosphere in the store. 
“First and indispensable requisite for this,” says Mr. 
Ruedin, “is that the jeweler know the fundamentals of 
fashion and good taste, and also, that he keeps himself 
informed of current trends in style. Second, he must 
be able to talk design, and if he can sketch quickly and 
effectively, so much the better. If possible it would be a 
good plan to devote a small part or corner of the store 
to a comfortable arrangement of chairs and table where 
salesman and customer can converse at ease. One or two 
magazines on art, a book on modern design showing 
various motifs, and perhaps a wall decoration of the kind 
seen in a designer’s studio, would all contribute to the 
customer’s interest and confidence.” 

Mr. Ruedin, who is himself a designer with many 
original ideas in jewelry design to his credit, finds that 
the best approach is first to converse with a prospective 
customer, attempting to draw her out and discover her 
taste and predilections. One way of arousing interest is 
through a display of photographs showing progressively 
the development of jewelry styles over a period of years. 
Jewels worn in the time of Louis XIV contrast interest- 
ingly with those of the Napoleonic era, while the styles 
of 1900, 1920, and then 1935, would make an effective 


comparison. If the customer shows an interest in his- 















*Just one of 


To all concerned, 


and especially to all who prefer 
the worthiness produced at “the 
original source,” and identified 
by the originator’s own stamp, 
a few pertinent facts are here 
presented, all of them supported 
by the records of the United 
States Patent Office at Wash- 
ington, D. C. 


1—On February 10, 1931, the 
United States Government, through 
its Patent Office, granted to Jos. 
Granat, of Granat Bros., patent No. 
1792422 which, under the law, is to 
remain in force until 1948. 

2—This U. S. patent, subsequently 
assigned by Jos. Granat to Granat 
Bros., designates the said Granat 
Bros. as the sole lawful manufactur- 
ers and distributors of segment top 








-y Granat’s patent 
covers Every type of 


SEGMENT TOP 
WEDDING RING 









wedding rings in the United States 
of America. 

3—Granat Bros.’ patent is a me- 
chanical patent, covering ALL basic 
features of the segment top wedding 
ring. 

4—Any unauthorized production 
of segment top wedding rings, what- 
ever the design and irrespective of 
the number of rows of diamonds 
used, constitutes an infringement of 
Granat Bros.’ rights in the afore- 
mentioned patent. 

5—Anybody is free to secure any 
design patent the U. S. Government 
will allow—BUT, in making use of 
any design, the unauthorized em- 
ployment of Granat-patented me- 
chanical principles, as utilized in 
Granat segment top wedding rings, 
is an infringement of Granat Bros.’ 
recognized patent rights. 


It will be our pleasure to sup- 
ply to any interested party more 
detailed information regard- 
ing our segment top wed- 
ding rings and Granat 
Bros.’ rights as the pat- 
entees. 








GRANAT 


MANUFACTURING 
CO 























the five claims 

incorporated in 
patent paper is- 
sued to Mr. Jos. 
Granat, at Wash- 
ington, D. C., on 
February 10, 1931. 
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‘Photo by Old Masters 
A view of Mr. Ruedin’s jewelry shop 


torical gems and jewels, Mr. Ruedin may show her his 
remarkable collection of large photographic prints of the 
famous Russian Crown Jewels. If the discussion passes 
to the type of design desired, the jeweler may show her 
a remarkable folio of iron work and metal grille designs, 
the creations of the world’s leading architects. 

There is of course nothing particularly new about sub- 
mitting sketches or wax models to customers, from which 
one is to be selected for manufacture. The point is, that 
this type of business is highly desirable, and the jeweler, 
if he plans carefully and presents the whole idea to his 
customers in an effective way, may find that much more 
and better jewelry can be sold if a real interest is awak- 
ened in the style and design aspect of his merchandise. 

A jewelry shop organized along the lines described by 
this jeweler, or a department in a larger store, which 
stresses “custom’’ designs, or “one-of-a-kind jewels,” need 
not be too exclusive or “high hat” for practical business. 
Rich women today are wearing well designed combina- 
tions of diamonds and fine semi-precious stones set in 
platinum and gold, which sell at really moderate prices, 
at the same time, bringing the jeweler a substantial profit. 
Good design can be used just as effectively for the less 
expensive pieces and the many colored synthetics and 
imitation stones that are being sold show that there is a 
real demand for jewelry that fits the color scheme of the 
costume. There are many women who want and are 
able to pay for genuine colored stones set in individual 
designs for ensemble or individual wear. In the opinion 
of Mr. Ruedin, “If the jeweler will stress the idea of 
the real jewel of this character, I have no doubt but that 
a considerable increase in colored stone sales would re- 
sult. Of course, prices must be carefully scaled to meet 
buying power, and the plan must be energetically pro- 
moted in a way that will appeal to the fashion instincts 
of the American woman.” 

Watching carefully the changing panorama of femi- 
nine fashions, Mr. Ruedin is keenly aware of the in- 
fluences that may be brought to bear on jewelry styles. 
Gowns this season emphasize predominantly contrasting 
notes of color—which means, he says, that among the 
Precious stones rubies and sapphires should show in- 
creased popularity. “Another reason for more frequent 
purchase of these stones may be found in the fact that 
Princess Marina, of Greece, recently wedded to Prince 
George, of England, is partial to shades of blue and red, 
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which provide a peculiarly fine background for these 
gems. Her engagement ring is a magnificent sapphire, 
and the outstanding wedding present was a gorgeous set 
of ruby jewelry. The preference for these stones by an 
internationally famous bride will often start a definite 
trend of popularity.” 

The mode of coiffure may also determine a style of 
jewelry. When a hairdresser devises some new method 
of arrangement, it may be particularly adapted to the 
use of a hair ornament. Mr. Ruedin suggests that the 
jeweler may find it profitable to show his designs which 
suit a particular coiffure, using an illustration from one 
of the fashion magazines as a basis for the presentation. 

The trend toward trim, tailor-made garments and 
suits has also had its influence on jewelry. Or rather, 
the vogue for simplicity has been felt by both. Square- 
cut and baguette stones used together in strong, simple 
designs, used with angles and circular motifs, strike the 
modern note harmonious with the costumes of the day. 
Long graceful lines are the basic elements of the latest 
jewelry design. While lacking any suggestion of mas- 
siveness, these pieces have a feeling of distinctive strength, 
and their simple lines blend smartly with the mode of 
dress. 

Mr. Ruedin anticipates a lessening influence upon 
American fashions from Paris, especially in jewelry, and 
he looks for the increasing importance of American de- 
signers. “Although in this country designers are not 
sufficiently encouraged to do original work,” he says, 
“there is much real talent here, and were opportunity 
given for its development I do not doubt that Ameri- 
can design would soon take precedence over all others, 
in both originality and beauty.” 

It is his suggestion that some kind of competition in 
which prizes would be given for the best designs might 
do much to stimulate the art of jewelry design in this 
country. 
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Merchandise 





Market Notes 











“American Queen” Expansion Bracelet 


McRae & Keeler Co. of Attleboro, Mass., compact and ciga- 
rette case manufacturers, are placing on the market the 1935 
version of the “American Queen” expansion bracelet, which had 
a very successful run a few years ago. This bracelet is remark- 
able for its smooth working action and fine jewelry finish. 


New Master Servisette Introduced by Sheaffer 


The keystone of Sheaffer’s 1935 plan to round out the equip- 
ment and service of pen dealers is the new Master Servisette. 
Dealers throughout the country adopted Sheaffer’s “pen head- 
quarters” plan last year and found it highly sales productive. 
The new Master Servisette, now being presented for the first 
time, is an enlargement and an improvement on the Servisette 
first introduced. 

“Wonder Lock” 

The Capital Appliance Corp., 53 West Jackson Blvd., Chi- 
cago, has placed on the market a new product called “Wonder 
Lock,” a device which is quickly and easily applied by means of 
a set screw to a show case, or to sliding, frameless or framed, 
glass or wooden doors of display cases of any kind. This 
sturdy, portable lock offers to jewelers a simple way of securing 
dependable protection at low expense. 


Unusual New Pencil on the Market 

The Norma Pencil Corporation, 150 Broadway, New York, is 
offering one of the most unusual mechanical pencils ever placed 
on the market for it is actually four colored pencils in one. It 
shifts instantly from one color to the other with a flick of the 
thumb on the writing hand while the pencil is actually in writ- 
ing position, and not a moment is lost in changing colors. The 
pencil is a masterpiece in construction and an outstanding scien- 
tific achievement. 


New Line of Poole Silver Co.’s Hollowware 

Peter Muller-Munk, nationally known designer of modern 
silverware, has designed a new line of hollowware for the 
Poole Silver Co. Mr. Muller-Munk’s designs have for years 
been exhibited in the various museums of the country, several 
of which were displayed at the recent exhibition of con- 
temporary industrial art sponsored by the Metropolitan Mu- 
seum of Art. The Poole line, which marks the first commercial 
production of Mr. Muller-Munk’s work, is being distributed 
by the Mary Ryan organization, 225 Fifth Avenue, New York. 


Parker Introduces New Features 

Considered a “coup” in the popular priced watch line, the 
Parker Watch Co. announces that they now offer such an im- 
portant innovation as the Bi-metallic, self-compensating split 
balance wheel. The introduction of this unit, commonly called 
“cut balance” is considered very significant and a real achieve- 
ment in a popular priced watch. Officials of the company also 
state that two other improvements that they have perfected are 
the rust-proof, non-magnetic, self-compensating hair spring and 
the employment of absolutely tarnish-proof plates which means 
that the efficiency and life of the watch is prolonged. 

The new line of Parker Watches includes a host of modern 
styles. 

Watson Announces New Sterling Pattern 

In the March issues of a number of magazines will appear 
color pages, double page spreads, and full pages announcing 
Watson’s new flatware and hollowware pattern, fascinating 
“DORIAN,” with its twin decorated pattern “DORIAN ROSE.” 
This is the pattern that was picked and named by the students 
of Wellesley, Smith, Radcliffe, Mt. Holyoke, and Bennington 
colleges for girls. The design, of pure Doric origin, although 
thoroughly modern in conception, has a distinguished “tailored” 
appearance. The flatware is complimented with a complete line 
of hollowware, including tea and coffee sets, service plates, 
dishes, candlesticks, vases, gift pieces and other table appoint- 
ments and occasional silver. 


THE JEWELERS’ CIRCULAR—KEYSTONE 
for March, 1935 


103 


Pairpoint Corporation’s New Lines 

The Pairpoint Corporation, New Bedford, Mass., glassware 
and plated hollowware manufacturer, is showing some new 
items which it is claimed are meeting with unusual acceptance. 
Notable among the new silverware offerings is a Georgian pat- 
tern tea service, including trays and platters, which is of the 
highest quality, yet moderately priced; a new line of waiters 
with gadroon borders surrounding the chased center adds a 
touch of newness. A new Lily pattern platter and sandwich 
tray group is being shown which combines piercing and em- 
bossing in a very attractive manner. Among the glassware 
offerings is a group of Grecian pattern stemware which blends 
with the modernistic method of decoration and accounts for its 
unusual activity. G. E. Sherman, General Manager, reports 
1934 business the most satisfactory in the past five years. 


Ronson Smart Set Sets a Smart Trend 


The once popular melody, “Look for the Silver Lining,” to 
be brought up-to-date, must now be changed to “Look for the 
Streamlining.” The public is becoming streamline conscious, 
not because of eye-appeal alone, but because of functional ad- 
vantages. Fundamentally, modern design attempts to style 
products in the simplest, most direct manner possible. Where 
decoration interferes with convenience or operation, decoration 
is eliminated; bumps and notches are avoided, bulk and gadgets 
are reduced to a minimum. The result is a product, easy to 
handle, easy to look at, easy to carry, easy to operate and 
withal decidedly pleasing to the eye. These guiding prin- 
ciples are eloquently illustrated by the new Ronson Smart Set— 
a combination cigarette case and Ronson Lighter. Although 
only recently announced, this model has achieved almost over- 
night popularity. 


New Spring Campaign on Holmes & Edwards Inlaid Fits Retail 
Sales Opportunities 

For generations, Holmes & Edwards Inlaid has been a house- 
hold word—made so by its Sterling Inlaid quality, its patterns 
and its steadily increasing advertising to the nation’s homes. 
This year the advertising is notable for the exceptional degree 
to which it fits the retail merchant’s sales opportunities and 
enables him to use this national advertising to increase his 
sales of Holmes & Edwards Inlaid. 

The tremendous circulation secured in the nation’s leading 
magazines assures-a large amount of publicity on the line in 
every town and city. Appearing in Saturday Evening Post, 
Ladies’ Home Journal, Good Housekeeping, McCall’s, American 
Magazine and Woman’s Home Companion, it reaches practi- 
cally every prospective customer a dealer has in his town. The 
Spring series will be followed by others through the year in 
which there will be important new developments. 


The Wholesale Jeweler 

Far-sighted business men recognize the importance of 
the wholesaler as a connecting link between manufacturers 
and retailers and the necessary part he plays in the eff- 
cient distribution of merchandise. 

Each branch of the jewelry trade has its work to do, 
and when wholesale jewelers leave retailing to retail 
jewelers and do their part by the distribution of mer- 
chandise to the retail trade they are on the right road to 
efficient cooperation and harmony in the industry. 

The retailing wholesaler has been a disturbing factor 
in the jewelry trade for years and despite the protests of 
retail jewelers’ organizations the practice is still being 
continued. 

Manufacturers who have adopted selling policies fair 
to wholesale distributors are doing their part in cooperat- 
ing with the wholesale branch of the industry. 























GUESSING is great fun,>», 





























but it's poor business when you have 
GOLD FILLED SCRAP fo sell! 


Coen has no place in determining the 
value of your gold filled and gold plated 
scrap. A Cummins Assay eliminates guesswork 
and assures you of having profited to the fullest 
extent through our scientific and expert 
methods. Let us melt your gold filled and 


TWENTY-FOUR 


plated scrap so that we can determine accurately 
and exactly, the value of your shipment. In 
this way you will obtain the top dollar for gold 
filled scrap and eliminate any chance of being 
paid less than full value. Try Cummins next 
time for complete satisfaction! 


HOUR SERVICE! 





Within 24 hours after your gold-filled scrap is received, our check in full is forwarded 
toyou. Solid gold scrap held intact, check in full, mailed same day shipment is received. 
On sweeps, filings, solutions and other accumulated precious metals, our checks forwarded 
to you as quickly as it is possible to determine accurate values. Try CUMMINS next time. 


Highest market prices paid at all times! 


CHECK BELOW AND SEND WITH YOUR SHIPMENT. 


NO FURTHER INSTRUCTIONS NECESSARY. 





CYilbert 


L] Melt and Assay GOLD-FILLED 


If estimate only desired, please specify. 


CUMMINS 
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REFINERS AND ASSAYERS OF 
GOLD, SILVER AND PLATINUM 


ONE NORTH EUTAW STREET, BALTIMORE, MARYLAND 
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N.E. M. J. and S. Association Holds 
47th Banquet in Providence 


By William H. Mason 


Proviwence, R. I.., Feb. 23—The 47th 
annual banquet of the New England 
Manufacturing Jewelers’ and  Silver- 
smiths’ Association was held in _ the 
Colonial Ballroom of the Providence- 
Biltmore Hotel this evening. There were 
upwards of 400 members and guests in 
attendance, seated at the 3 -odd tables. 
In addition to the excellent menu and 
the formal program of addresses, there 
were a number of surprises and an en- 
joyable vaudeville entertainment. 

The speakers included His Excellency 
Theodore Francis Green, governor of 
Rhode Island; Mayor James Edward 
Dunne of Providence, Mayor Frank R. 
Sweet of Attleboro, Dr. W. L. Schurz 
of Washington, Deputy Administrator in 
charge of the Jewelry Division of the 
National Recovery Administration, and 
Assistant United States Attorney Gen- 
eral Joseph B. Keenan, the Rhode Island- 
born man picked by the Federal govern- 
ment to swing the legal end of the job 
of stamping out gangsters and racketeer- 
ing. 

Perhaps one of the most noticeable 
features of the large representative gath- 
ering was the presence of so many of 
the younger generation—scions of the 
men who made Providence and the At- 
tleboros famous among the industries of 
the world as the center of manufacture 
of jewelry. These younger men are 
now shouldering the burdens of their 
fathers who were among the pioneers 
ard leaders in the upbuilding and carry- 
ing-on of this Association. 

The toastmaster, Harold E. Sweet, was 
in a reminiscent mood and enlivened 
his introductory remarks with recalling 
numerous incidents in the history of the 
Association. 

The gathering this evening was par- 
ticularly representative of the manufac- 
turing jewelry industry of this city and 
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the Attleboros, the guest list being a 
most distinguished one. Seated at the 
head and the special guest tables besides 
the officers and speakers were: Howard 
L. Carpenter, vice-president of the 





Sturgis C. Rice, President 


Wholesale Jewelers’ Association; Wil-. 


liam G. Thurber, president of the Mas- 
sachusetts and Rhode Island Retail 
Jewelers’ Association; C. Wallace Ceder- 
berg, president of the Attleboro Cham- 
ber of Commerce; Rev. Charles L. Ma- 
honey, representing the Roman Catholic 
Bishop of Providence Diocese; Judge Ira 
Lloyd Letts, of the United States District 
Court for Rhode Island; Edwin H. Cum- 
mings, president, and Frank Kelley and 
Robert Knox, secretaries of the Manu- 
facturing Jewelers’ Board of Trade; 
Carl L. Lawton, president of the Boston 


105 





Jewelers’ Club; Charles T. Evans, sec- 
retary of the American National Retail 
Jewelers’ Association; Governor Green’s 
aide-de-camp, Major Ernest Santangini; 
Attorney General of Rhode Island John 
P. Hartigan, Judge Maurice Robinson of 
Providence. 

An informal reception was held in the 
foyer from 6 to 7 o’clock when the mem- 
bers and guests were afforded an op- 
portunity of personally meeting the dis- 
tinguished speakers. The banqueters 
were called to order by President C. 
Rice of the association and the invo- 
cation was by Rev. Father Mahoney. 
After the sumptuous steak dinner with 
all the accessories, President Rice in 
welcoming the gathering, spoke briefly 
of the menace to him and a large num- 
ber of the members of the association 
of Japanese competition. The best pro- 
tective measure, he said, to meet this 
menace, would be “a sufficient protective 
tariff.” He then introduced Mr. Sweet 
as toastmaster at the conclusion of whose 
remarks, Governor Green and the ban- 
queters were given the first surprise of 
the evening. 

Mr. Sweet had no sooner closed his 
remarks and turned with a bow to the 
governor, than every light in the ball- 
room went out and the governor’s voice 
boomed out from a far corner of the 
hall. The ballroom had been wired for 
sound movies, and there on a screen the 
governor sat at his desk in the Capitol 
office. The diners listened to a three- 
minute speech that the governor made 
there during the textile strike in the 
summer of 1934, winding up with the 
admonition that: “Law and order must 
be maintained at any cost.” 

Mayor Dunne stressed at considerable 
length the importance and potentialities 
of the port of Providence, especially em- 
phasizing its value to the manufacturing 
jewelers and silversmiths. He was glad 
to hear, he said, that “jewelry is coming 
back,” and he took that as an encour- 
aging sign that business in general “has 
begun the upward swing.” 

Doctor Schurz told his hearers that 
“we in NRA know better even than you 
do that there are mistakes in NRA. But 
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profil magic in 
MODERN FIXTURES 





Many of the outstanding and most successful Jewelry 
Shops in the East are Spalt-fixtured throughout 


Modernization should now be the 


first step in any well planned drive for more sales 
and greater profits in the better years ahead. 
Complete store modernization in the most ap- 
proved manner can be achieved at reasonable 
cost by taking advantage of our specialized ser- 
vice to Jewelers. This service includes designing, 
manufacturing, installing, guaranteeing and finan- 
cing all required equipment. Sketches and esti- 


mates furnished without obligation. 


A post card will bring you details of 
our complete Modernization Plan 








SINCE 1868 


MANUFACTURERS OF STORE FIXTURES & FINE CABINET WORK 


GEO. SPALT & SONS, INC. - Albany, New York 



























































HOTEL 
PARAMOUNT 


You're in the 


carl of NEW YORK 


. . . The visitor to New York City on 
business knows the importance of a con- 
venient location. That’s why so many 
make The Paramount Hotel their head- 
quarters. 


- TIMES SQUARE is the focal point to 
ALL NEW YORK. From here, it is 
a matter of minutes to reach any im- 
portant business district... Of course, 
all theatres, night clubs, restaurants and 
points of interest are right on hand. 


700 ROOMS —700 BATHS 


Suites and sample rooms available 











Daily rates... Single from $2.50 
Double from $4.90 


HOTEL 
PARAMOUNT 


46th Street, West of Broadway 


NEW YORK 
CHARLES L. ORNSTEIN, Manager 
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we realize, too,” he continued, “that the 
fundamental idea is good, and we think 
we have laid the foundations for some- 
thing infinitely finer and sounder than 
what we have had in the past. 

“The great obstacle to complete recov- 
ery,” he suggested, “is the improbability 
that technological unemployment can be 
overcome. It is highly unlikely that for 
some years, at least, we shall be able to 
re-employ more than two-thirds or three- 
quarters of the twelve to sixteen millions, 
whatever the number may be, who are 
now unemployed.” 

Speaking upon the subject, “Combating 
Crime in the United States,’”’ Mr. Keenan 
told the diners what, in his opinion, 
needs to be done before the law can 
win an ultimate victory. 

Without mentioning the case by name 
and explaining that he could not at this 
time comment on its outcome, Mr. Keenan 
said “the trial just finished in New Jer- 
sey should indicate to all who observed it 
that persons charged with a crime in 
this country ‘get a fair trial,’ and that 
the jury system here in this country 
‘stands for orderly process of law with- 
out recourse to the rope or the tree’ at 
a time when in some other large coun- 
tries people are having their heads lop- 
ped off before it is even known they 
have been arrested.” 

At the conclusion of the addresses, Past- 
President Archibald became master of 
ceremonies and presented an entertain- 
ment of moving pictures and vaudeville 
that was greatly enjoyed. The commit- 
tee in charge of the affair consisted of 
Archibald Silverman, chairman; Earl H. 
Ashley, Edgar E. Baker, Frank R. Bud- 
long, Paul Donelan, Matthew T. Dunn, 
Horace B. Gowen, Arthur Kaplan, 
Joseph H. Lancour, Donald LeStage, Jr., 
William G. Lind, Nelson McCormick, 
Samuel J. McCormick, Willard A. Orms- 
bee, Joseph F. Rioux, Samuel M. Stone, 
Jr., and Hayward H. Sweet. 





Golden Roosters Frolic at Annual 
Dinner 


Cuicaco, Feb. 21.—Fun and frivolity 
reigned supreme on the evening of 
February 16, at the 14th annual February 
frolic of the Golden Roosters of Chicago, 
“Fine Feathers of the Jewelry Trade,” 
when for the third time it took the form 
of a dinner dance. Nearly 250 members, 
wives, sweethearts and friends assembled 
in the Joseph Urban room of the 
Congress Hotel which was reserved for 
their exclusive use on this occasion. 

This beautifully decorated room was 
arranged with tables for four, six, eight 
or more as required by the different 
sized groups attending. Dinner was 
served at eight and during the serving 
and throughout the evening and until 
the-small hours of the morning dancing 
was enjoyed on the platform in the 
center of the room. It was also on this 
floor that the elaborate floor show of the 
hotel was presented. 

Retiring Chanticleer Charles Brown, 
assisted by the newly elected Chanticleer 
Burt R. Hopper presided. Other officers 
elected at a meeting on Feb. 7, were pre- 
sented to those present. Leland Fay, 
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Keeper of the Nest Eggs and Dave New- 
man, Scratcher. For Mr. Newman it 
was a double celebration as Feb. 16 was 
his birthday. Each woman present was 
given as a souvenir of the occasion, a 
bottle of perfume. 





New York Watch Case Manufactur- 
er Robbed of $13,000 in Cases 
and Material 

Burglars looted the premises of the 
Pioneer Watch Case Co., 305 E. 46th St., 


New York, the night of Feb. 4, and stole 
gold plate and finished merchandise 





—e 


State Convention Dates So Far 
Announced: 

March 24, 25—Kansas and Missouri at 
Kansas City. 

March 27—Massachusetts-R. |. at Boston. 

April 7, 8—Oklahoma at Oklahoma City. 

April 21, 22—South Carolina at Greenville. 

April 22, 23—Texas-Louisiana at Houston, 
Texas. 

May 6, 7—Illlinois and lowa at Dubuque 
lowa. 

May 27, 28—New York at New York City. 

June 23, 24, 25—North Carolina and Vir- 
ginia at Raleigh, N. C. 

August 26-30—30th Annual Convention, 
American National Retail Jewelers Associa- 
tion at New York. Convention Hotel will be 
announced shortly. 














valued at approximately $13,000. The 
loss was entirely covered by insurance. 

The robbery was discovered by Ken- 
neth Lindstrand, foreman of the _ tool 
room, when he arrived for work Tuesday 
morning. Police believe that any noise 
made by the burglars in opening the 
safes would have been drowned out by 
the roar of printing presses which operate 
all night in other parts of the building. 

The proprietors of the Pioneer Watch 
Case Co. are the brothers Herbert I. and 
Harry Kolberg. 





W. Waters Schwab, Returned from 
European Tour, Says U. S. Leads in 
Recovery 


W. Waters Schwab, president of J. R. 
Wocd Sons, Inc., arrived in New York on 
the Washington, Feb. 7, after a six weeks’ 
tour of Europe, where he visited Paris, 
Antwerp, Amstetdam, Switzerland and 
Germany. Speaking of economic condi- 
tions there, Mr. Schwab said to a JEWEL- 


ERS’ CIRCULAR-KEYSTONE reporter that the . 


degree of recovery that has been achieved 
in the United States becomes especially 


evident when compared to the difficulties. 


being experienced abroad. 

As a combined result of our high tariff, 
and our going off the gold standard, the 
American market has been virtually lost 
by many European manufacturers, which, 
Mr. Schwab pointed out, has been a 
factor of recovery here. “American buy- 
ers, in the jewelry trade as well as in 
other industries, who formerly imported 
finished articles from Europe, are today 
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purchasing only raw materials abroad. 
Consequently improvement of business 
generally is far ahead in this country, 
where formerly weak domestic industries 
—watch cases, for example—have grown 
considerably.” 

Regarding the diamond centers of 
Amsterdam and antwerp, Mr. Schwab 
reported a distinct stiffening of prices 
there. “There are no longer distressed 
goods on the market in any appreciable 
quantity, and the cutters anticipate an 
immediate reaction of price increases 
when a real demand for diamonds makes 
itself felt.’ Foreign business men, he 
said, “all have their eyes on our govern- 
ment and President Roosevelt, and are 
hopeful that as a result of his policies, the 
United States will lead in a more definite 
up-turn.” 


Montreal Police Report International 
“Clearing House” for Stolen 
Jewelry 


MonTREAL, Feb. 22—Existénce of an 
international “clearing house” for stolen 
jewelry, which is also smuggling gold 
—plate, watches and _ trinkets — into 
Canada for melting by jewelers and gold 
merchants and sale to the Dominion 
Government, was revealed by Director 
Fernand Dufresne, head of the Montreal 
Police Department, when he explained to 
Ald. J. M. Savignae, chairman of the 
Executive Committee, the stand taken by 
the Police Department in regard to police 
control over purchases by merchants who 
deal in gold or any other precious metal, 
precious stones or jewelry. 

Prominent metropolitan jewelers have 
complained to the Executive Committee 
against the clause of By-Law No. 1324 
which decrees that every merchant who 
buys gold or other precious metal, stones 
or jewelry shall be deemed to be a 
“junk dealer’ and shall be subjected to 
the ordinance governing purchases by 
such merchants. That ordinance says 
that all “junk dealers’ must keep for 
police surveillance records of the names, 
addresses, color of eyes, heights, weights, 
complexions’ identity card numbers, etc., 
of sellers of metal of jewelry, as well as 
a detailed description of the metal or 
jewelry purchased. 

These reports are submitted to the Po- 
lice Department daily; thus the police 
always have on hand records of all 
transactions in gold articles, precious 
stones or jewelry in Montreal, a descrip- 
tion of the articles sold and identification 
of the sellers. Traffic in stolen merchan- 
dise through jewelry stores or old gold 
purchasing establishments can thus be 
checked readily. 

But the legitimate jewelers hold that 
they would never consent to deal in 
stolen merchandise, and maintain that 
the very fact that they are being 
subjected to the by-law places them un- 
der suspicion. 

The Executive Committee chairman 
promised to consider their plea. 

But that Director Dufresne is adamant 
in his insistence that the status quo of 
the present ordinance be maintained is 
evident. 
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the prevailing price of fine gold. 








UR GOLD! 


HEN you sell old jewelry, optical goods, scrap, filings, and sweeps, bear in mind 
that the ONLY way to PROTECT YOUR GOLD is to send your old metal to a dealer 
whose reliability is known. * * * Members of the jewelry trade, for almost a half cen- 
tury, have used K & L Service in the full knowledge that they would receive from their 
old metal the largest cash return consistent with accurate weight, correct karat test and 


YOUR SHIPMENT WILL BE HELD INTACT 
UNTIL OUR ESTIMATE IS APPROVED 


KASTENHUBER & LEHRFELD 


United States Government License No. 1 


24 John St. NEW YORK 

























































































































































WATCHCASES 


A message to the progressive jeweler ! 


An increasing number of the watches pro- 
duced today are rebuilt watches. he 
progressive jeweler has learned that it is 
profitable to rebuild his old movements in 
new modern cases, or remodel his stock 
watches which have become out of style. 


- We have made a study of the watch case 
field and have carefully selected and cata- 
logued for this purpose the most appro- 
priate cases of all the watchcase companies. 
These include the latest and most attractive 
cases in chromium, stainless steel, 10K 
rolled gold plate and gold filled. 


In addition we carry in stock all the cases 
the jeweler is called upon to supply for cus- 
tomers’ replacements. 


We are ready to serve you whether you need 
one case or a quantity—stock cases or spe- 
cial—all at attractive prices. 
DIALS STRAPS BRACELETS 
A complete stock A beautiful as- A striking line 
of genuine Waltham = Lg pat iS of ratchet clasp 
and Migin dials for signs of plain ’ ee pay 
all size movements. braided and perfo- ms 
rated straps used on ‘#08 — chromium, 
Swiss dials for all 1. most exclusive ‘Stainless steel, gold 
movements — ladies’ plated. $1.50 to $6 
and gents’. 


new watches. 
per dozen. 
SEND FOR NEW MARCH PRICE List No. J28 


HUDSON CASE COMPANY 


80-82 BOWERY, NEW YORK 
Telephone—DRydock 4-1667 


Jobbers of Watchcases—lllinois, Star, Master, etc. 





Over 

1200 EXHIBITORS 
offer you unique 
opportunities for 
profitable business 
connections. 


sere PAL Ras 


Swiss Consulate General, 
468 Fourth Ave., New 


THE GREAT ANNUAL DISPLAY OF SWISS PRODUCTS 
York, N. Y. 
American passports re- 


rs 
WATCH STRAPS 


to meet every requirement 
UNEXCELLED WORKMANSHIP AND QUALITY 
PRICED TO SELL PROFITABLY 


ES esters oracr vow CENA 
WESTERMAN MFG. CO. 126-140... 2's 8: 


New York, N. Y. 


















DISEASES OF THE EYE 


By Charles H. May, M.D., New York. For students and 
general practitioners, with 377 original illustrations, in- 
cluding 22 plates with 71 colored figures. Eleventh edition, 
revised. Cloth, 440 pages. Price, $4.00. 


THE OPTICAL JUORNAL & REVIEW 
239 WEST 39TH STREET, NEW YORK 
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Medium and Low-Priced Jewelry 
Manufacturing Industry Sub- 
mits Proposed Budget 


WasuHincTon, D. C., Feb. 18.—The 
Code Authority for the medium and low 
priced jewelry manufacturing industry 
has made application to the National In- 
dustrial Recovery Board for approval of 
its $20,000 budget, and the basis of con- 
tribution, for the period of Jan. 1, 1935, 
to June 16, 1935. 

The basis of assessment is established 
on the number of employees of the manu- 
facturers and wholesalers, and ranges 
from $5 dues for and including five em- 
ployees, to $250 for more than 200 em- 
ployees for manufacturers; and from $10 
dues for and including five employees, to 
$200 for more than 100 employees for 
wholesalers. 

Suggestions or objections concerning 
the above budget must be filed with 
Deputy Administrator W. L. Schurz, 
Room 406, 1518 K Street, N. W., Wash- 
ington, D. C., before March 8, 1935. 





Watch Smugglers Sentenced 


Haim D. Fabousiak, Antwerp jeweler 
and convicted watch smuggler, was sen- 
tenced to serve two years in a Federal 
penitentiary and fined $5,000 by Judge 
Robert P. Patterson of the United States 
Court, New York City, on Feb. 1. Fabou- 
siak had pleaded guilty to complicity in 
the smuggling activities of a ring which 
has been operating in cooperation with 
ships officers of the German Arnold 
Bernstein Line. 

Alfred Mire, also an Antwerp jeweler 
convicted on the same charge, was sen- 
tenced to 90 days in the House of Deten- 
tion and fined $200. Wilhelm Kruger, 
captain of the Tractor, Albert Paar, chief 
officer of the Koenigstein, and Wilhelm 
Ahlrichs, chief officer of the IJ/senstein, 
all received suspended sentence of three 
months. Ahlrichs and Kruger had 
pleaded guilty, while Mire and Paar 
pleaded not guilty. 

Customs agents, whose watchful sur- 
veillance of these men finally led to their 
arrest and conviction, believe that from 
$25,000 to $30,000 in contraband watch 
movements were entered into this country 
illegally before they were apprehended. 

Prosecution was conducted by Assistant 
United States Attorney Edward P. F. 
Eagan. 





Permanent Certification Committees 
of American Gem Society 


The first announcement of permanent 
Certification Committees of the American 
Gem Society is as follows: 

Central New England—James B. King- 
man, chairman, Boston; Arthur W. 
Horne, Boston; E. W. Hodgson, Boston; 
Douglas Nathan, Fitchburg; John U. 
Petersen, Needham. 

Eastern Pennsylvania—Fred J. Cooper, 
chairman, Philadelphia; Carl W. Appel, 
Allentown; Percy L. Appel, Lancaster; 
Oscar Kind, Philadelphia; Wilson 
Streeter, Philadelphia. 

Wisconsin—H. E. Snyder, chairman, 
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Milwaukee; Henry Bloedel, Milwaukee; 
Otto Fischer, Appleton; C. E. Kasten, 
Milwaukee; Wm. H. Schwanke, Mil- 


waukee; Henry Stecher, Milwaukee; 
Earl Trauger, Racine. 

Selection of such committees will con- 
tinue until every region in the United 


States has been included. 





Maiden Lane Outing Club Celebrates 
Annual Winter Frolic 


To the tune of “Happy Days Are 
Here Again” about 150 of “the boys” 
of the Maiden Lane Outing Club 
marched into the spacious ball room of 
the Grand Street Boys Club, 106 West 
Fifty-fifth Street, New York, the night 





Howard Hetherington, president 


of Feb. 28, to signalize the 11th annual 
winter frolic of the organization. This 
they did by sinking their teeth into large 
and luscious portions of beefsteaks and 
lamb chops aided by liquid refreshment. 
The formal part of the affair, if any- 
thing about this jamboree could be called 
“formal,” included a short address of 
welcome by Howard H. Hetherington, 
president, followed by the sounding of 
“taps” and the reading by Jerry Grant, 
secretary, of a list of departed members. 
Then they sat back while Lew Price’s 
minstrels and talented performers put on 
their tidbits for tired business men. 
President Hetherington congratulated 
members of ‘the entertainment committee 
for the excellent assistance they gave in 
making the affair a grand success. They 


were Ross Donaldson, Al Betz, John ~ 


Tonry, Harry Anderson, Sam Cohen and 
Jerry Grant. 

The souvenir of the banquet was a 
Norma pencil. 


Frank Haseltine 


Kokomo, Inp., Feb. 12—Frank Hasel- 
tine, prominent jeweler of this city, died 
suddenly of an apoplectic stroke the 
night of Feb. 5, after having returned 
home from his store at 305 N. Main 
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Street, apparently in good health and 
spirits. He was 64 years old. 

A native of Kokomo, Mr. Haseltine 
continued the business founded by his 
father, Ross J. Haseltine, with whom 
he learned the trade. 

He is survived by his widow, Mrs. 
Elizabeth Haseltine, a son, George, and 
a sister, Mrs. Marie Derck, all of 
Kokomo. 





Plans for 1935 Convention of National 
Association of Credit Jewelers 


Cuicaco, Feb. 15.—The National As- 
sociation of Credit Jewelers which an- 
nounced last month that its 1935 conven- 
tion and exhibition would be held again 
at Hotel Sherman in Chicago, has com- 
pleted the preliminary convention plans. 

The exhibition this year will utilize the 
entire mezzanine floor of Hotel Sherman 
with 111 exhibition spaces available for 
exhibitors. 

In spite of the fact that the convention 
is still six months away, more than 30 
per cent of the available spaces has been 
reserved. Among those concerns making 
early reservations are: Art Ivory Divi- 
sion of Celluloid Corporation, Benrus 
Watch Co., Bulova Watch Co., Buss- 
Linthicum-Thorson, Inc., A. Cohen & 
Sons, Inc., Elgin American Co., Elgin 
National Watch Co., Detrola Radio Co., 
Paul R. Gruen, Inc., Helbros Watch Co., 
Jabel Ring Mfg. Co., Manheimer Watch 
Co.; Monarch Watch Co., M. A. Reich, 
Silberman, Kohn & Wallenstein, Inc., 
Warner Jewelry Case Co. and L. 
Adels Co. 

All indications point to a complete sell 
out of space and those manufacturers 
who are interested in exhibiting, should 
get in touch with the executive office of 
the association, 31 North State St., Chi- 
cago, promptly. 

The association is also planning a more 
comprehensive business program than it 
has had in years and there will be sev- 
eral nationally known speakers who are 
experienced in their lines conducting the 
meetings. Announcements regarding spe- 
cial railroad fares and special convention 
programs will be made later. 

The association also announces that the 
Hotel Sherman, convention headquarters, 
is being completely remodeled and re- 
decorated and everyone is assured of 
suitable and satisfactory accommodations 
at the same rates as last year. 





Annual Meeting of Canadian 
Jewelers’ Association 


MonTrREAL, Feb. 7—A resolution re- 
questing the Dominion Government to 
establish a fair trade committee for the 
jewelry industry was passed today at the 
annual meeting of the Canadian Jewelers’ 
Association in Toronto. Secretary O. M. 
Ross explained the association did not 
wish codes but rather a committee to 
abolish certain unfair practices. 

Officers elected for 1935 are: President, 
Julian Schwab, Montreal; vice-presi- 
dents, M. T. Ellis, Toronto; Alf. Roden, 
Toronto; and secretary-treasurer, O. M. 
Ross, Toronto. 








Annual Banquet of Bronx Retail 
Jewelers’ Association 


More than 350 jewelers and their 
guests gathered at the Hotel Astor Sun- 
day evening, Feb. 17, to celebrate the 
19th annual banquet and ball of the 
Bronx Retail Jewelers’ Association. 

Introduced by David Greenberg, toast- 
master, President George Korsunsky, 
after a cordial welcome to all present, 
offered a review of events in the industry 
which have led to more healthful busi- 
ness conditions. Speaking of the effect 
which codification of industry under the 
NRA has had on jewelry retailers, he 
said: “We have seen remarkable progress 
during the past year, but there is still 
more to be done. Perhaps our most im- 
portant task is to provide for more effec- 
tive administration of the codes. And we 
must be careful in any legislative modi- 
fications of the Act introduced by Con- 
gress, that the fundamental principles of 
the law are preserved.” The president 
condemned retailing wholesalers gen- 
erally, demanding that all wholesalers 
who sell at retail in any amount maintain 
separate and distinct departments for 
their consumer customers. 

Other speakers included Charles T. 
Evans, who announced that the 
A.N.R.J.A. convention will be held in 
New York City the week of Aug. 26; 
and Samuel Feldman, president of the 
State Retail Jewelers’ Association; 
Phineas Peters, chairman of the Execu- 
tive Board, and William Wagner, sec- 
retary of the New York Retail Jewelry 
Code Authority. 

Souvenirs for both ladies and gentle- 
men were Waterman fountain pens. Door 
prizes were provided by L. Luria & Son. 

Following the delicious turkey dinner, 
the floor was cleared and dancing pro- 
ceeded for the rest of the evening. 

The arrangements for the affair were 
in the charge of William Schneiderman, 
chairman of the Banquet Committee. 





California Retail Jewelers Elect 
Officers and Hold Banquet 


Los ANGELES, Feb. 21.—Magnificently 
gowned women and faultlessly attired 
men, the former wearing jewelry repre- 
senting hundreds of thousands of dollars, 
attended the sumptuously appointed din- 
ner and dance, held last evening at the 
Biltmore Bowl. This concluded the an- 
nual convention of the California Retail 
Jewelers’ Association, which has been in 
session here from the 18th to the 20th 
instant, inclusive. 

At the dance, Mrs. Joe Tipp received 
a reward of $150 for being able to wear 
the 2%4 size Cinderella, $3000 diamond 
studded slipper, which had been on dis- 
play by A. L. Leatart, Long Beach, its 
creator. Earlier in the evening the 
dancers were notified that the lady best 
able to wear the slipper would be given 
a prize. This part of the evening’s 
entertainment was offered by the Western 
States Jewelers’ Show management, the 
Show having been run in conjunction 
with the convention. 





Yesterday afternoon, the Retail Jewel- 
ers’ Association held its annual election 
of officers, with the following results: 
President, R. W. Rinheart, Oakland; 
vice-president, Durward Howes, Los 
Angeles; secretary, Phil Cowan, Oakland; 
treasurer, Earl Bothwell, San Jose; execu- 
tive secretary, Arthur H. Dibbern, Glen- 
dale. , 





Wide World Photo 
Miss Eleanore Moran trying on the slipper. 


The award went to Mrs. Joe Tipp. 


The convention closed with a golf 
tournament at the Oakmont Country 
Club, Glendale. 


The convention, one of the best at- 
tended in recent years, was held in con- 
junction with the Western States Jewelry 
Show. Generally speaking the tone was 
optimistic, the jewelers for the most part 
reporting an upward trend in “business. 

On Monday, Feb. 18, a luncheon meet- 
ing was held at Biltmore Bowl, with C. 
L. Runyon, president of the local Retail 
Jewelers Association, presiding. James 
G. Donavan, Jr., chairman of the day. 


President Runyon, following the lunch- 
eon, opened the meeting with an ap- 
propriate address; then all officers of 
the retail, wholesale and horological as- 
sociations made brief addresses. 


In the afternoon W. H. Morrison, 
president of the Horological Society, 
talked on the highlights of his organiza- 
tion. Addresses also were made by the 
general watch inspectors. Greetings by 
President Runyon and National President 
William McNeil were followed by talks 
by minor officials. 

On Tuesday morning officers of the 
jewelers association held a conference. 
R. V. Owens, president of the Union 


Pacific, officiated at a. session of the 


Railroad Watch Inspectors. 

A noonday luncheon was held at the 
Bowl, with George A. Brock, Jr., chair- 
man of the day. 

The principal address was made by 
William McNeil, president of the Ameri- 
can National Retail Jewelers Associa- 
tion. 

Robert J. Bowers, Los Angeles, Better 
Business Bureau and secretary of the 
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local code authority, spoke, emphasizing 
the value of obedience to the code re- 
quirements. 

A. N. Slavic, chairman of the local 
code authority, also spoke. 

On Wednesday morning committee and 
group meetings were held. In the after- 
noon an address was made by John 
Vondey, San Bernardino, of the Gemolog- 
ical Society. 

Other brief remarks were made by 
various members of the retail jewelry 
craft, on store and window lighting and 
decorating; value of jewelry trade as- 
sociations; silverware situation and 
jewelry store merchandising. 

The program was arranged by the 
following committee: Durward How- 
ard, chairman; James G. Donavan, Jr., 
and George A. Brock, Jr. Following the 
addresses came the election of officers for 
the ensuing year. 


Western States Jewelry Show 


Los ANGELES, Feb. 21.—Removal of the 
brilliantly gorgeous exhibits from the 
Biltmore Hotel Bowl marked the end of 
the Western States Jewelers’ Show which 
has been attracting the attention of thou- 
sands of retail jewelers, both wholesale 
and retail, from Feb. 18 to 20, inclusive. 
Never has there been a more brilliant 
display of the jewelers’ craft than has 
been witnessed here and the manufac- 
turers offering exhibits are elated at the 
success attending their Show. 

About 38 booths were necessary and in 
some of these booths were displays from 
two or more wholesale houses and man- 
ufacturers. Among the booths were 
those of the E. W. Reynolds Co., Los 
Angeles; International Silver Co., Meri- 
den, Conn.; The Gorham Co., Provi- 
dence, R. I.; Elgin National Watch Co., 
Elgin, Ill.; Waltham Watch Co., Walt- 
ham, Mass.; Leo Roth, representing the 
Elgin Case Co., Elgin, IIl., and the II- 
linois Watch Case Co.; Manning Bow- 
man Co., San Francisco, Cal.; Elgin 
American Co., Milton Weiss, represent- 
ing the Swank line of jewelry; Higby & 
Dorer, Los Angeles; F. J. Hyde, Redondo 
Beach, Cal.; Barranger Studios, Pasa- 
dena, Cal.; Fred Lee, San Francisco; 
Dodge, Inc., Los Angeles; Associated 
Jewelry Crafts of California, Inc. The 
Union Pacific streamline train, a nine- 


foot model, displaying the old Ball 
watches, was a feature. Also many other 
houses and factories exhibited their 
products. 


The Horological Association of Cali- 
fornia, Inc., showed escapement models 
of clocks dating back to the 13th century 
and running up to the present time, the 
first time such a display has ever been 
exhibited in the West. 





Prices of Silver Bars 


U.S. 

Government New 

London Assay Sell- York 

Date Official ing Price Official 
Feb. 4 2475 56% 53% 
Feb. 11 24 564 53% 
Feb. 18 24 57 54% 
Feb. 25 25% 57% 55% 
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Scrip Provisions of Retail Trade 
Codes Stayed to May 1 


WasHincTon, D. C., Feb. 5—The 
National Industrial Recovery Board to- 
day continued until May 1, 1935, “or such 
prior date as may be further ordered,” 
the stay of the effective date of the retail 
trades code provisions regulating the 
acceptance of scrip. 

The provisions affected are Article IX, 
Section 4, of the code for the retail trade; 
Article VIII, Section 4, of the code for 
the retail jewelry trade; and Article IX, 
Section 3, of the code for the retail food 
and grocery trade. 

Each of the sections had been approved 
subject to a- temporary stay. In each 
case, and then collectively, the stays have 
been extended. The latest stay would 
have expired Feb. 6. 





Duty of 45 Per Cent on Metal 
Disks for Watch Plates 


WasHINGTON, D. C.—The Customs 
Bureau, after investigation, has found 
that the rate of duty at 45 per cent ad 
valorem charged on round metal disks 
intended to be used after further proc- 
essing as watch plates is correct. 

It appears from correspondence which 
the Commissioner of Customs has had 
with the Collector of Customs in New 
York, that in November of last year the 
Waltham Watch Co. requested to be 
advised as to the rate of duty on this 
commodity when punched or drilled with 
holes or recesses. These articles are also 
commonly known as pillar or bottom 
plates. The company was advised that 
a 45 per cent duty is charged under 
Par. 397 of the Tariff Act. The com- 
pany then filed a complaint with the 
Secretary of the Treasury claiming the 
merchandise to be dutiable under the 
provisions of paragraph 367(c) (2) for: 

“Pillar or bottom plates, or their equiv- 
alent, shall be subject to one-half the 
amount of duty which would be borne 
by the complete movement, mechanism, 
device, or instrument for both  suit- 
able.” 

The Customs Bureau, however, made 
a further investigation and has found 
that the 45 per cent rate should be 
charged and therefore the claim of the 
Waltham Company has been denied. 


Minnesota Jeweler Makes Capital 
Out of Mishap 


FARIBAULT, MINN.—“We carry only the 
finest diamonds and watches—profes- 
sional thieves cannot resist them,” was 
the announcement Fred McAtee, jeweler 
of this city, hung in the awning gap in 
his plate glass display window which 
had- been cut by expert window-smashers 
believed to be specializing on jewelers 
of Minnesota, Iowa and South Dakota. 
Lacking insurance, Mr. McAtee devised 
this plan to recover in extra sales a little 
of the $500 in rings and watches which 
he estimates “went out the window” 
when these marauders selected his store 
for their operations. 

This dealer reports that 11 jewelers 
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in his part of the country have been 
victimized by glass-cutting jewel thieves 
within recent weeks, and that a jeweler 
in Fairmount, Minn., was robbed of 
$800 in jewelry in the same way on Jan. 
29, the night following his own mishap. 





Death of Dory A. Smith 


PITTSBURGH, Pa., Feb. 1—Dory A. 
Smith, president of the W. J. Johnston 
Co., wholesale jewelers, in the Union 
Bank Building, died suddenly Jan. 27 in 
his home, the Schenley Apartments, this 
city. 

Mr. Smith was born in Cumberland, 
Md., June 17, 1869, the son of the late 
Mr. and Mrs. Page J. Smith. His early 





Photo by Blank-Stoller 
The Late Dory A. Smith 


training in the jewelry business took 
him to Lancaster, Pa., and New York, 
after which he returned to his father’s 
business in Cumberland. Immediately fol- 
lowing this, he was associated with the 
Hamilton Watch Co. He traveled ex- 
tensively through the south for a num- 
ber of years and had a great many 
friends in that territory. 

In 1897, Mr. Smith came to Pitts- 
burgh as a salesman for the W. J. 
Johnston Co., and although he took over 
the presidency and general managership 
in 1912, he continued traveling until 
1923. From then until his death he 
gave all of his time to the interests of 
the company in Pittsburgh. He stanch- 
ly and constantly upheld the ethics of 
the wholesale jewelry trade, and his 
principles were whole-heartedly sup- 
ported by his colleagues. 

He was a member of the Duquesne 
Club, the Pittsburgh Athletic Association, 
Pittsburgh Country Club, Syria Shrine, 
The Rotary Club, the Chamber of Com- 
merce of Pittsburgh, the Old Colony 
Club, and other organizations, including 
the Sons of the American Revolution. 

Deceased leaves his widow, Martha 
Kent Smith; a son by a former marriage, 
Harold McDowell Smith, and a grand- 


daughter, Madeline McDowell Smith, of 


Redwood City, Cal.; two sisters, Mrs. 
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Archibald C. Willison and Mrs. J. G. H. 
Miller, of Cumberland, Md.; and two 
brothers, Col. Walter D. Smith, of the 
United States Army, stationed at Wash- 
ington, D. C., and Armine Smith, in the 
oil business at Tulsa, Okla. Mr. Smith 
was formerly married to Josephine Mc- 
Dowell of Sharon, Pa., who died in 1921. 

The interment was in the family plot 
in Homewood Cemetery at Pittsburgh, 
Jan. 30. 





Council No. 1, Associated Watch- 
makers, Elects Officers 


St. Louis, Mo., Feb. 10—At a special 
meeting held Jan. 25 of the Associated 
Watchmakers of America, Council No. 1, 
officers for the ensuing year were elected, 
as follows: Wm. F. Chlanda, president; 
J. Andrew Key, vice-president; Clem M. 
Wolff, treasurer; A. C. Glasgow, secre- 
tary. 

Members of the Board of Control are: 
J. Andrew Key, Geo. A. Abel, J. A. 
Hummel, John Kruse, Paul Koehler. 

Plans are already far advanced for 
the first national convention of watch- 
makers to be held in the United States 
by the United Horological Associations 
of America, for which Council No. 1 will 
be hosts. The convention is scheduled 
for April 19, 20, and 21, at the Statler 
Hotel. 

Program for the three days’ meetings 
will include addresses by a Dean of a 
Horological School, by representatives of 
the Horological Institute of America, by 
the local Retail Jewelers Association, and 
by a representative from the St. Louis 
Advertising Club. Moving pictures will 
be shown relating to Horology, and will 
include a comprehensive survey given 
by a Horologist of national renown, on 
the construction and operation of time- 
pieces or their escapements down through 
a period of twelve centuries. 

A series of breakfast talks will be 
given on such subjects as “Training of 
Young Men” in the Art, of Licensing 
Legislation,” “Elevation of Standards 
of salesmanship as related to clock and 
watch repairine,’ and numerous other 
subjects particularly applicable to the 
shop work in the jewelry industry. 

The convention will close Sunday 
evening with a banquet arranged by 
Council No. 1 of St. Louis, where local 
speakers and entertainers will hold forth. 

John Kruse, Chairman of the Code 
Committee, gave a report of the work 
done by that Committee during the past 
ten months, which showed a total of 58 
violations having been reported to the 
enforcing officer. 





Zanesville, Ohio, Store Looted 
by Burglars 


ZANESVILLE, Ou10.—Burglars forced the 
door of the Roberts & Co. jewelry store, 
509 Main St., here, early the morning 
of Feb. 8 and cleaned out the counter 
and window displays of about $2,500 in 
diamonds, watches and jewelry. 

The robbery was discovered by a re- 
pairman who found the door ajar on 
coming to work that morning. The lock 
had been forced with a crowbar. 





Pawtucket Jeweler Reports 
Robbery Loss of $3,000 


Pawtucket, R. I., Feb. 1—A $3,000 
jewel robbery at the Wilson Jewelry 
Mart, 218 Main St., this city, is being 
investigated by the police. The loss was 
reported to the authorities by Oscar 
Cohen, of 38 Crawford St., Roxbury, 
Mass., owner of the store. 

Mr. Cohen went to open the store Mon- 
day morning and heard a radio on a safe 
in the rear of the store playing. Going 
to investigate he found the safe door 
partially open. The contents of the safe, 
consisting of diamonds, watches and 
jewelry were missing. There were no 
marks indicating the safe had been 
forced and fingerprints on the safe were 
so blurred as to be of no value to the 
police. The front door was locked when 
Mr. Cohen’ opened shop. 





American Gem Society Guilds Meet 


The first quarterly meetings of the 
regional Guilds of the American Gem 
Society were called by the chairman of 
their organization committee for the 
month of February. ‘These meetings, 
which were limited to founders of guilds, 
considered or adopted constitution and 
by-laws and planned lectures and study 
features for further meetings of the 
Guilds this year. 

Traveling educational study exhibits 
to be circulated among Guilds by the 
national headquarters of the American 
Gem Society, from which features were 
chosen, included: 

Exhibit of rough gem minerals and 
replicas of ideal crystals of gem minerals. 

An exhibit of synthetic gems, accom- 
panied by a visual study of their method 
of production and correct nomenclature. 

The source of diamonds; illustrations 
of pipes and alluvial deposits. 

The fashioning of diamonds; sawing, 
cleaving, rounding up and polishing. 

Color grading of diamonds (probably 
more valuable and capable of presenta- 
tion in 1936). 

Important diamonds of the world, and 
a study of facts concerning their history 
which are usable in creating an apprecia- 
tion and desire for diamonds. 

Guild meetings are to be confined to 
educational programs, which during 1935 
will probably be limited to subjects con- 
cerning gems. The Guild idea contem- 
plates educational programs which would 
include in future years lectures, educa- 
tional exhibits about precious metals, 
silverware and other merchandise, as 
well as retail merchandising, selling and 
advertising. 

Guild meetings called by temporary 


- chairmen for the month of February in- 


cluded: Western Pennsylvania and West 
Virginia Guild, Paul Hardy, chairman, 
meeting in Pittsburgh; Eastern Pennsyl- 
vania Guild, Fred J. Cooper, chairman, 
meeting in Philadelphia; Western Michi- 
gan Guild, H. C. Finley, chairman, meet- 
ing in Kalamazoo, and Northern New 
Jersey Guild, H. V. Paul, chairman, 
meeting in Newark. 





Meetings of the organization commit- 
tees for chapters in New York and 
Cleveland also occurred in February, and 
plans were discussed for first meetings 
in March. 





Jewelers Elected to Boards of 
Directors of Banks and Trust 
Companies 


ProvipENCE, R. I., Feb. 15.—At the an- 
nual election of officers of the various 
banking and commercial institutions in 
this city and the Attleboros for the cur- 
rent year, a number connected with the 
manufacturing jewelry industry and its 
appendant branches were honored by 
membership upon the directorates. 

Among the directors of institutions 
elected in this city were: Samuel J. 
Greene by the High Street Bank & Trust 
Co.; Samuel M. Nicholson, George F. 
Berkander, Albert A. Remington, Charles 
A. Russell, Joseph Samuels, and William 
G. Thurber by the Union Trust Co.; 
Archibald Silverman by the Providence 
Mortgage Co.; Vincent Sorrentino by the 
Columbus National Bank of Providence; 
William P. Chapin, Jr., and Edgar M. 
Docherty by the National Bank of Com- 
merce & Trust Co. of Providence; Ashbel 
T. Wall, Jr., by the Mechanics National 
Bank of Providence; Erling C. Ostby, 
Samuel M. Nicholson, Paul C. Nicholson, 
Joseph Samuels and Edward C. Mayon 
by the Industrial Trust Co.; Archibald 
Silverman by the Lincoln Trust Co.; 
Sigmund Lederer and Milton Sulzberger 
by the Mortgage Guarantee & Title Co. 

Harold E. Sweet of the R. F. Simmons 
Co. was reelected president of the First 
National Bank at Attleboro, and Harvey 
E. Clap, vice-president. Harvey E. Clap, 
Samuel M. Stone, Raymond M. Horton, 
Harold E. Sweet, Aldro A. French, 
Harry C. Wolfenden, Edwin F. Leach, 
Frank J. Ryder and Richard F. Craw- 
ford, directors. 

Those elected to office by the Attleboro 
Trust Co. included the following jewelers 
as directors: Edgar A. Remington, Wil- 
liam H. Bell, Amos S. Blackinton, Mil- 
ford E. Bliss, Alfred D. Crosby, Joseph 
Finberg, Ernest D. Gilmore, George E. 
Nerney, Lewis R. Smith, Frank R. Sweet, 
George H. Sykes, James V. Toner, Lewis 
S. Chilson and William E. Lingard. 





Harry G. Jones 


JACKSONVILLE, FLaA.— Harry G. Jones, 
head of the W. L. Sutton Co., manufac- 
turing jewelers of this city, died recently 
in a local hospital after a brief illness. 
He was 51 years old. He had been a 
resident here for 22 years. 

Born in England, Mr. Jones went to 
Canada at an early age, where he en- 
tered the employ of Henry Birks & Sons, 
Ltd., leading jewelers of Montreal. In 
1913, he came to Florida, becoming as- 
sociated with Hess & Slager of Jackson- 
ville. After that he took over the busi- 
ness of the W. L. Sutton Co. 

Surviving are his widow, Mrs. Mabel 
Jones; two daughters, Margery E. and 
Elsa J. Jones; two sons, Fred G. and 
William L. Jones, and one brother, 
George W. Jones, all of Jacksonville. 
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The business will be continued by Fred 
G. Jones, who for a number of years 
has been in close contact with the affairs 
of the company. 





Merchandising Conference of 
Hamilton Watch Co. 


LANCASTER, PA., Feb. 3.—The first an- 
nual merchandising conference of the 
Hamilton Watch Co., since the new Ham- 
ilton plan of controlled distribution went 
into effect last May, was held at the 
executive offices of the company here the 
week of Jan. 25. 

The conference, under the guidance of 
W. Ross Atkinson, merchandising direc- 
tor, was attended by the company’s dis- 
trict sales managers and field repre- 
sentatives. 

The conference was opened with greet- 
ings from President Frank C. Beckwith. 
Vice-president C. M. Kendig, also presi- 
dent of the American Jeweled Watch 
Manufacturers’ Association, who reported 
on the work of that association with the 
Federal Government toward controlling 
watch smuggling and other trade evils. 
Comptroller C. C. Smith explained the 
company’s sound financial condition and 
the favorable outlook for increased busi- 
ness in 1935. 

George P. Luckey, factory superinten- 
dent; Chief Engineer Milton Manby, 
Director of Sales Research Lowell Halli- 
gan, Director of Advertising Robert 
Waddell, Dealer Service Manager Rob- 
ert J. Gunder and Director of Styling 
and Design Henri Vermot were other 
speakers. 

During the conference W. Ross Atkin- 
son announced the promotion of Rudolph 
M. Kant to sales manager from his 
former position as assistant sales man- 
ager; material sales manager, Harry A. 
Ruthhart; field representatives, Charles 
S. Gause, Paul Seibel, Earl S. Lohr, and 
J. Roy Philip; District Sales Manager 
John Hall and Field Representative Rob- 
ert L. Barger. District Sales Manager 
J. L. Keenan was in attendance. 





Ludington, Mich., Watch Case Firm 
Seeks Code Exemption 


WasuHincTon, D. C., Feb. 10 — The 
Star Watch Case Co., Ludington, Mich., 
has made application to the National 
Industrial Recovery Board for an exemp- 
tion from Article III, Section 1, of the 
watch case manufacturing industry code. 

This article provides that no person 
under 16 shall be employed in the indus- 
try and none under 18 engaged at haz- 
ardous occupations. 





Graduate Members American Gem 
Society 


The following jewelers have recently 
passed examinations for the use of the 
title, Graduate Member American Gem 
Society: : 

Julius Kadish, Tampa, Florida. 

Leopold, Kahn, Jr., Manila, P. I. 

A. Ronald Reed, Providence, R. I. 
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NEWS PICTURES OF THE MONTH 


Annual banquet of the New England Manufacturing Jewelers’ and Silversmiths’ Association at the Provi- 

dence Biltmore Hotel on the evening of Feb. 23. (See report on page 105) Wide World Photo 
Some of the California gem stones 
exhibited in the Mineralogical So- 
ciety of Southern California’s dis- 
play at the Western States 
Jewelry Show. (See article on 

page 110) 


Left—Trophy to be presented to Sir Malcolm Campbell, auto- 

mobile racing driver, at Daytona Beach, Fla. The order was 

obtained by Jacobs Jewelers, Inc., Jacksonville, Fla. The 
trophy was made by R. Wallace & Sons Mfg. Co. 


Above—Lockets and chains presented to Dionne quintuplets 
by Harold E. Hayward, Oak Park, Ill., jeweler. 

















Courtesy Attleboro Sun 


Civil War Time Clock that the 


City of Attleboro, Mass., recently 
Norma pencil, given as a souvenir at the annual dinner of the Maiden Lane Outing Club at the Grand Street returned to Georgia after many 
Boys’ Club in New York on the evening of Feb. 28. (See report on page 109) years. 





Attractive compact presented as a sou- 
id Gan ie eae Annual dinner of the Boston Jewelers’ Club at the Copley-Plaza Hotel on the evening of Feb. 9. 


(Report on page 115) 
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Paterson, N. J., Jeweler Victim of 
“Switch” Swindler 


Paterson, N. J.—Jacob W. Goldstein, 
jeweler, at 420 Main Street, lost two 
rings valued at $590 recently to a man 
who pretended to have a customer for 
the jewelry and asked the merchant to 
put it in an envelope so that it would 
be ready when he brought the customer 
in. 

The swindler said that he wanted to 
change the envelope, and Mr. Goldstein 
gave him another one, in which he ap- 
parently dropped the rings. 

A few hours later, when the man did 
not return, the jeweler opened the en- 
velope to find two rings of the five and 
ten-cent store variety. 





Waltham Official Estimates That 
200,000 Swiss Movements Are 
Smuggled Into U. & Annually 


In a statement to the Associated Press 
on Feb. 9, I. E. Boucher, general man- 
ager of the Waltham Watch Co., Walt- 
ham, Mass., said that in his opinion the 
92,000 illegally imported Swiss watch 
movements which have been seized by 
customs officials during a four-year pe- 
riod represent but one-tenth of the total 
number of movements being smuggled 
into this country. 

The value of the confiscated move- 
ments he placed at $366,915, which rep- 
resented, he said, a loss of 1,800,000 
hours of employment to American labor. 

“Through auctions,’ the press dis- 
patch states, “the Federal government 
received $95,528 from the sale of 60,456 
seized movements, but, if the confiscated 
material had come into the country 
legally, duty of about $240,000 would 
have been collected.” 





Regional Wholesale Jewelry Code 
Authorities Named 


WasuincTon, D. C., Feb. 5.—At a 
meeting in this city, today, of the Code 
Authority of the Wholesale Jewelry 
Trade, the following regional commit- 
tees were appointed in accordance with 
Article III, Section 7 (b) to assist in 
administering the code: 

Pacific Coast—Bert Clausin, S. H. 
Clausin & Co., Inc.; E. Bastheim, E. Bast- 
heim Co.; Walter Dorrer, Higbee & 
Dorrer; Philip Wolman, Philip Wolman 
& Co.; Clyde Gessler, Friedman & 
Gessler; P. A. Rowe, A. I. Hall & Son; 
Henry Wurkheim, S. Wurkheim & Bros.; 
Hugh Williams, Williams & Petersen; 
T. W. Young, Butterfield Bros.; Marcus 
Mayer, Mayer Bros. 

Cincinnati—Louis Lange, A. G. Schwab 
& Sons; Arthur Hirshfield, D. Jacobs 
Sons Co.; Harry Greenwold, Greenwold 
Grift Co. 

St. Louis—James J. Burke, James J. 
Burke & Co.; George Gambrill, Eisen- 
stadt Mfg. Co.; R. F. Radecke, Ilch & 
Radecke; D. P. Richards, Maschmeyer- 
Richards Silver Co. 

Boston—Norman Hayes, D. C. Percival 
& Co.; Harold Page, M. S. Page Co.; 











Ralph Cohen, A. Frisch & Co.; M. C. 
MacNamara, E. H. Saxton Co. 

Indianapolis—Jacob Goodman, Good- 
man & Co.; Floyd White of Floyd E. 
White Co.; Silas B. Reagan, Baldwin- 
Miller Co. , 

Baltimore - Washington — A. Blustein, 
Blustein Co., Inc.; Oliver Ewing, Ewing 
Bros.; Ferd Kohner, Max Kohner. 

Philadelphia—Louis Sickles, Leon 
Sickles, M. Sickles & Son; William C. 
Williams, Williams & Waples; Samuel 
Lashof, Samuel Lashof, Inc.; Willis 
Moyer, Non-Retailing Company; George 
Kleitz, B. Kleitz & Bro. Co.; George 
Phillips, George Phillips & Co. 

Minneapolis-St. Paul—Thomas B. Wil- 
son, Thomas B. Wilson Co.; Robert 
Josten, W. O. N. Co.; John Esslinger, 
John Esslinger Co. 

Towa-Kansas-Nebraska-Colorado-Ohkla- 
homa-Western Arkansas-Western Mis- 
souri—Marcus Lumbard, Jr., M. A. 
Lumbard Co., Inc.; J. P. Byrne, Byrne- 
Duff Jewelry Co.; H. B. Hallett, J. L. 
Teeters Co.; W. W. Hamilton, W. W. 
Hamilton Co.; H. H. Kiger, C. A. Kiger 
Co.; C. E. Thistle, Woodstock Hoefer & 
Co.; Leon Meyer, Meyer Jewelry Co. 

New York—Robert Quayle, Conover & 
Quayle; Sam Strauss; William Aisen- 
stein,, Aisenstein-Woronock & Sons, Inc.; 
A. L. Brown. 

Texas-Louisiana—H. H. Hawley, C. & 
E. Marshall Co.; E. W. Endman, Swart- 
child Co.; B. Rigsby Hammond, Ben F. 
Hammond Co.; A. B. Hiller, Hiller 
Jewelry Co.; W. C. Snodgrass; M. A. 
Tynes, Tynes Price Co. 

Pittsburgh—Samuel Hall, Hall Bros.; 
Martin Schulherr, Biggard Co.; A. H. 
Ficken, A. H. Ficken Co. 

Michigan-Indiana-lllinois-Wisconsin — 
E. E. Marshall, C. & E. Marshall Co.; 
A. C. Possin, Boszhardt-Possin Co.; Mr. 
Buss, Buss-Linthicum-Thorson, Inc.; Mr. 
Montgomery, M. A. Mead & Co.; Louis 
A. Gautherat, E. H. Pudrith Co.; John 
Leiner, Benj. Allen & Co.; James Clarke, 
A. C. Becken Co.; C. G. Brown, Stein & 
Ellbogen Co.; Henry Paulson, Henry 
Paulson & Co. 

The secretary was instructed to notify 
members of the above committees of their 
appointment and to urge that they co- 
operate with members of the Code Au- 
thority in administering the Code. 





Bandits Loot Rahway, N. J., Store 


Four men bandits and a woman com- 
panion entered the store of Floyd W. 
Huggins, only jeweler of Rahway, N. J., 
on Feb. 8, and after binding and gagging 
the proprietor, an employee, Miss Bertha 
Melbourne, and two customers who came 
in during the hold-up, they escaped with 
about $3,000 in diamonds and other 
jewels taken from the safe and show 
cases, and about $300 cash from the 
register. 

One of the customers, an iron worker, 
was dressed in overalls, and the thugs 
never thought to search him, although 
he had $200 in his pocket. Miss Mel- 
bourne, the clerk, was able to save her 
$2,000 diamond ring which represented 
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a substantial part of her savings, by 
turning it in on her finger. 

The other customer, Otis Foster, was 
able to free himself first of his bonds, 
after the thieves had departed. He un- 
tied the others and notified the police, 





Officers of Manufacturing Jewelers 
Board of Trade Elected 


ProvipENCE, R. I., Feb. 15—Pursuant to 
the by-laws of the Manufacturing Jewel- 
ers’ Board of Trade the board of direc- 
tors met today and organized, the new 
directors elected at the annual meeting 
of the association a few weeks ago taking 
their seats. Edwin H. Cummings of 
Attleboro was reelected president and 
the other officers are: First vice-president, . 
Alfred H. Potter, Providence; second 
vice-president, Howard L. Carpenter, 
Providence; secretary and _ treasurer, 
Horace M. Peck, Providence; assistant 
secretary and assistant treasurer, Robert 
C. Knox, Providence; assistant treasurer, 
Miss Flora M. Andres, Providence; 
executive committee for three years, Ed- 
gar M. Docherty who, with the president 
and Frederick A. Ballou, Jr., will con- 
stitute the committee. 





Installment Jewelers of New York 
Metropolitan Area Plan New 
Advertising Standards 


Twenty-five prominent members of the 
Associated Credit Jewelers of New York 
and New Jersey, representing 60 units of 
credit selling, gathered on Feb. 20 at 
the Hotel Paramount, to listen to a com- 
mittee report on a plan scheduling sug- 
gested minimum prices to be used in in- 
stallment jewelry advertising. 

The members had come to the conclu- 
sion that the small amounts for which 
a piece of jewelry may be obtained is 
hurting the idea of jewelry as a precious 
article, and decided voluntarily to adopt 
some sort of agreement which would 
“trade up” in the matter of down pay- 
ments and terms. The Committee on 
Advertising, Merchandising and Selling 
presented a scale of charges at this meet- 
ing, substantially above those now in use, 
which was accepted by all those present, 
with the exception of one or two 
points which will be given further con- 
sideration by the committee. 

The meeting was presided over by 
Eliot Hirschberg, president. 





Charles F. Morrill 


Boston, Mass.—The funeral of Charles 
Frederick Morrill, real estate operator 
and former jeweler, who died recently, 
at his home, 19 Highland Ave., Roxbury, 
in his 86th year, will be held at the Forest 
Hills Crematory Chapel, Walk Hill St. 

Mr. Morrill was a thirty-second de- 
gree Mason and a member of the Ancient 
and Honorable Artillery. An enthusias- 
tic amateur yachtsman, he was at one 
time commodore of the South Boston 
Yacht Club. He was one of the organi- 
zers of the Boston Jewelers’ Club. 

A son, Charles F. Morrill, Jr., of Lock- 
haven, Pa., survives him. 
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Long Island City Retail Jewelers As- 
sociation to Celebrate First Birth- 
day With Banquet and Ball 


March 17 has been fixed as the date 
for the birthday party of the Long Is- 
land Retail Jewelers’ Association, an 
organization which was formed a year 
ago by the jewelers of that borough, 
and which today is so popular that 
jewelers all along the North Shore in 
Queens, as far as Flushing, are becom- 
ing members. 

The banquet and ball will be held at 
the McAlpin “Hotel, and a program of 
entertainment will be a feature of the 


evening. 


Program for Annual Convention of 
Tennesee Watchmakers and 
Jewelers Association 


NASHVILLE, TENN., Feb. 28.—S. George 
Cochran, president of the Tennessee 
Watchmakers & Jewelers Association has 
announced the annual convention of that 
group which will be held at the Noel 
Hotel, Nashville, on April 7, 8, and 9. 

Use of the hotel lobby has been secured 
for a time exhibit which will be open to 
the general public. In connection with 
this exhibit there will also be on dis- 
play examples of workmanship by mem- 
bers of the Tennessee association. This 
is being handled in the form of a contest 
and prizes will be awarded to those items 
showing the highest skill and knowledge 
of the trade. W. H. Samelius of the 
Elgin College; Fred Gruen of the Gruen 
Watch Co., and Louis Levine, publisher 
of Horology have been asked to serve as 
the judges. 

The officers of the Tennessee Watch- 
makers & Jewelers Association in addi- 
tion to Mr. Cochron are: Mr. Andy 
Hauer, Chattanooga, vice-president. J. 
E. Coleman, Nashville, secretary. The 
Board of Directors consists of: Mr. W. 
Fred Gates, Chattanooga; Mr. R. C. Mc- 
Carthy, Chattanooga; Mr. R. L. Rost, 
. Pulaski; Mr. Lester E. Bush, Nashville; 
Mr. E. W. Black, Knoxville; Mr. J. M. 
Tindell, Knoxville; Mrs. T. O. Pearson, 
Memphis and Mr. C. F. Zimmerman 
Memphis. 

Sunday, April 7, will be devoted to 
registration and on Monday morning 
there will be a meeting of the State Board 
of Directors and guild presidents. In 
the afternoon an address by W. H. 
Samelius, director of the Elgin Watch- 
makers College, will be delivered on 
“The Clock Escapement from the 12th 
Century to Date.” 

On Sunday evening a general open 
meeting will be held at which addresses 
will be delivered by Governor Hill Mc- 
Alister, Mayor Hilary E. House, and 
James A. Cayce. Responses will be made 
by C. C. Breese, president of the Ten- 
nessee Retail Jewelers Association. L. B. 
Smelser will deliver an address on “The 
Work of the Trade Association.” 

On Monday morning a business meet- 
ing will be held at which reports will be 
submitted, and at 2 p. m. an address will 
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be delivered by W. H. Samelius on “The 
Modern Escapement.” In the evening a 
banquet and entertainment will be held. 

Tuesday will be devoted to a business 
meeting at which time, officers will be 
elected and other association matters 
taken up. 


Forty-Seventh Annual Banquet of 
Boston Jewelers’ Club 


Boston, Mass., Feb. 9—Forty-seventh 
annual banquet of Boston Jewelers’ Club 
—the one major jewelers’ club that has 
not skipped a banquet since it was 
founded in 1888—members and guests 
gathering in sumptuous foyer of Copley 
Plaza Hotel, center of Boston’s social 
life, and home of the annual banquet of 
the Boston Jewelers’ Club for many years 
—friends meeting friends—making new 
acquaintances—see a fellow standing 
alone, stick out your hand and you add 
to your long list of acquaintances in this 
most friendly of industries—like one 
happy family at the annual reunion— 
ask me to choose between college friend- 
ships and business friendships, and I'll 
take the business any time—for we have 
no particular Alma Mater—most of us 
are still students working and striving 
to succeed in the most romantic and 
fascinating industry. ... 

Hello, W. L. Stone (Gorham), five 
years president, who kept the club intact 
during the early depression years, young 
looking and acting as ever... Carl Law- 
ton, club president and boyhood friend, 
following in the footsteps of his illustrious 
uncle, diamond expert, who served the 
club as president 30 years ago... did 
a swell job, too . . . Bartley—“now the 
party will be a success for Bartley is 
here!” . . . been Boston toastmaster for 
years . . . they couldn’t run the show 
without him. 

Good evening, Mr. Kingman, another 
man we have known for many years, 
and he has not changed a bit, so it 
seems to us—always the polished gentle- 
man upholding the dignity of the indus- 
try ... and there’s Jim Parks, diamond 
expert (Hodgson Kennard), proud of his 
age and youthful appearance and a past 
president who still does his best to make 
the club successful . . . (and while we’re 
on the subject of oldsters, witness E. W. 
Martin of Martin-Copeland, rejoicing in 
83 actual years) ... and here’s Howard 
Martin with the inevitable cigar, doing 
his duty as an active club member... 
Good evening, Henry Arnold, so you are 
going back into the wholesale end again. 
“Success!” ... There’s Ed. Wyman-carry- 
ing on successfully. Al Kerr, club sec- 
retary, busy as can be running things 
as only Al can. 

Attleboro well represented — Frank 
Ryder of Walter E. Hayward Co., sur- 
rounded by his satellites . . . Walter Moon 
and Will Lincoln . . . Look at the crowd 
from Watson Co., headed by President 
Richards and General Manager Craw- 
ford ... There’s Percy Ball, Paul Mono- 
han, Advertising Manager Swanton... 
There’s Amos Blackinton, without whom 
the vocalizing would not have been a 
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There’s Hay- 
ward Sweet, son of R. F. Simmons’ head, 
Harold Sweet, palling around with Sam 
Stone, Jr.. and H. W. Gowen of Ripley 
& Gowen, and from Plainville is Sturgis 
Rice, president of the N.E.M.J.S.A. and 


success: He did his part! 


head table guest . . . Silver manufac- 
turers here in force, headed by Dean of 
Silversmiths George Lunt, ably sur- 
rounded by his son and sales manager, 
George Davis . . . Look at the crowd 
from Gorham’s, Ed Mayo, Harry 
O’Brien, Paul Donelan, Grassick of the 
Alvin Division, Bill McChesney, and a 
flock of others whose names I do not 
recall . . . International’s Ken Merrill 
was there with many of his associates. 
Kinsman and Pendill from Towle; Tut- 
tle’s Barney Dolan could not be there 
so he sent his stepson, Henry Smith .. . 
No, there were not more manufacturers 
than retailers . . . for there’s W. G. 
Thurber from Providence, Mr. Stevens 
and son from True Bros. of Springfield; 
B. D. Shreve from the famous Shreve, 
Crump & Lowe Co.; Mr. Singleton of 
McAuliffe and Hadley, Augustus Ulysses 
Burque—with more “u’s” in his names 
than in the alphabet—from Nashua, W. 
F. Keith and his brother from Portland, 
Charlie Cotter of Lowell, Arthur Stern 
of Lynn, the E. B. Horn crowd, J. J. 
Rounds, carrying on the oldest credit 
jewelry business in America; Thomas 
Long Co. crowd, the Davidson brothers; 
Bernard Boas of Foster’s in Providence, 
and others too numerous to mention .. . 
wholesalers galore, Alberts with a table, 
the Percivals likewise . . . more manu- 
facturers, Waltham with the Dumaine 
brothers and Jimmie Hossley, salesman 
Marshall, and ad infinitum to the limit 
of your ability to remember names and 
i ee 

The banquet, a gastronomic master- 
piece . . . good fellowship abounding 
everywhere, topped off by a snappy floor 
show ... and now the Boston Jewelers’ 
Club banquet of 1935 is history, leaving 
a most pleasant memory with the more 
than 300 who attended it. 


Precious Jewelry Producing Industry 
Budget Submitted 


WasuincTton, D. C., Feb. 14—The 
Code Authority for the precious jewelry 
producing industry has made application 
to the National Industrial Recovery Board 
for approval of a $14,666.65 budget for 
the period from Jan. 1, 1935, to June 16, 
1935. 

The proposed basis of contribution is 
as follows: 


Up to $4,000 capital—$10.00. 

Up to $15,000 capital—$15.00. 
Up to $50,000 capital—$25.00. 
Up to $150,000 capital—$50.00. 
Over $150,000 capital—$100.00. 


Suggestions or objections concerning 
said budget, and basis of contribution, 
must be submitted to Deputy Adminis- 
trator W. L. Schurz, Room 406, 1518 K 
Street, N.W., Washington, D. C., before 
Feb. 26, 1935. 
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Hearing Set on Proposed Amend- 
ments to Code for Wholesale 
Jewelry Trade 


WASHINGTON, D. C., Feb. 15.—Public 
hearing on amendments proposed by the 
Code Authority to the approved code of 
fair competition for the wholesale jewelry 
trade, a division of the wholesaling or 
distributing trade, was announced today 
by the National Industrial Recovery 
Board. 


The hearing will be conducted by 
Deputy Administrator Frank H. Crock- 
ard, beginning at 10:00 A.M., March 7, 
in the “17th Street Parlor’ of the May- 
flower Hotel. 

The proposed amendments provide 
revised terms of payment under which 
all members of the trade must sell. 


When the Code Authority met on Feb. 
5 to consider a number of matters pend- 
ing in connection with the administration 
of Code. Probably the most important 
action taken at the meeting was a deci- 
sion to petition the National Recovery 
Administration to amend the provisions 
in the Code covering terms in response 
to numerous requests that they be made 
more liberal. The changes approved at 
the meeting were as follows: 


NEw TERMS PROVISIONS 


That Section 2, Sub-Paragraphs (a), 
(b), and (c) of Article IV, Schedule A 
of the Code be deleted and that the fol- 
lowing clauses, to become effective April 
1, 1935, be substituted therefor: 

“Section 2. To sell on terms of pay- 
ment exceeding the following: 


“(a) Maximum cash discount on 
current accounts shall be 2 per cent 
for payment on or before the tenth 
day of the month followitig shipment 
or delivery. Accounts not paid by 
the tenth day of the month following 
shipment or delivery shall be due 
and payable net. Sixty days after 
the net due date interest shall be 
charged at the rate of at least 6 
per cent per annum or the legal 
rate governing the contract. 


“(b) By agreement with the pur- 
chaser prior to shipment, merchan- 
dise shipped or delivered during 
January, February, and March may 
be subject to a 2 per cent cash dis- 
count on April 10; merchandise 
shipped or delivered during April, 
May and June, may be subject to a 
2 per cent cash discount on July 10; 
merchandise shipped or delivered 
during July, August and September, 
may be subject to a 2 per cent 
cash discount Oct. 10; merchandise 
shipped or delivered during October, 
November, and December may be 
subject to a 2 per cent cash discount 
on Jan. 10. Accounts not paid on or 
before the discount dates mentioned 
in this sub-section shall be due and 
payable net. Sixty days after the net 
due date, interest shall be charged 
at the rate of at least 6 per cent per 
annum or the legal rate governing 
the contract. Anticipation in advance 
of the discount date may be allowed 
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at the rate of one-half of 1 per cent 
per month.” 


In view of the above changes the fol- 
lowing additional modifications were 
recommended: 

In Article IV, Schedule A, Section 2, 
sub-section (f) delete the words “net due 
date” in the first seritence and substitute 
therefore the following words: “The 
account becomes interest bearing.” 

In Article IV, Schedule A, Section 2, 
sub-section (g) eliminate the following 
words at the beginning of the second 
sentence: “Notes accepted after the net 
due date with a tolerance of ten (10) 
days must bear interest from the net due 
date at a rate not less than 6 per cent 
per annum or at the legal rate govern- 
ing the contract; provided that.’ The 
balance of that sentence is to remain 
unchanged. 

It should be fully understood, however, 
that the present terms of the Code are 
still in force as the above modifications 
have not yet been approved by the Na- 
tional Recovery Administration, and as 
stated, are not to become effective until 
April 1 of this year. 


CorRECTED EXPLANATION No. 6 


Advices reaching the Code Authority 
indicate that many members of the trade 
believed that under Article IV, section 2 
of the Code, merchandise shipped or de- 
livered during the months of October, 
November and December was due net 
March 15, and that interest should be 
charged after March 25. In many in- 
stances sales were made on that basis 
and the Code Authority was requested 
therefore to reconsider original Explana- 
tion No. 6 in Code Bulletin 2 distributed 
on Dec. 26, 1934. 

In order to clarify the matter and se- 
cure an accurate explanation, the ques- 
tion was also referred to officials of the 
NRA for an expression, and the opinion 
was expressed that under this Section 
merchandise shipped or delivered be- 
tween Oct. 1 and Dec. 31 may be subject 
to a cash discount of 2 per cent if paid 
on or before Jan. 15, that it becomes due 
and payable Jan. 16; and that interest 
must be charged after March 25. 

The original Explanation No. 6 in 
Code Bulletin No. 2 date Dec. 26, 1934, 
was therefore corrected by the Code 
Authority to read as follows: 


EXPLANATION: Under Section 2, 
Article IV, merchandise shipped or 
delivered in the months of October, 
November, and December, 1934, may 
be paid for Jan. 15, 1935, less 2 per 
cent, and is due net thereafter. Inter- 
est must be charged after March 25, 
1935. 


Josepho Rotunno, owner of Ring Craft, 
1583 Ogden Ave., Chicago, Ill., suffered 
a loss of about $5,000 in diamonds, rings 
and watches over Sunday in the latter 
part of January. The rear door was 
“jimmied” some time between Saturday 
night and Monday morning when Mr. 
Rotunno discovered the loss. The burg- 
lars obtained the valuables from a safe 
after knocking the lock off the door. 
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Directors and Officers Elected by 
Towle Mfg. Co. 


NewsuryPorT, Mass., Feb. 20. — Wil- 
liam A. Kinsman was reelected president 
of the Towle Mfg. Co., at a meeting of 
the directorate following the annual 
meeting of the stockholders at the com- 
pany’s offices in this city today. 

The directors and officers reelected 
were as follows: Directors—Henry B. 
Trask, chairman; John H. Balch, Jr., 
Harry F. Cole, Ernest Foss, Arthur L. 
Hobson, William A. Kinsman, George A. 
Learned, Harold E. Nock, George W. 
Richardson, Henry M. Williams. 

Officers—President, William A. Kins- 
man; vice-presidents, Harold E. Nock, 
Claudius G. Pendill, Arthur L. Fuller; 
secretary and treasurer, Jerome A. 
Hardy. 


Executive Board Protests Against 
Delay on Wholesale Price 
Differentials 


The following resolution was adopted 
by the Executive Board of Retail Jewel- 
ers Associations of New York in protest 
against the delay of the NRA in apply- 
ing the wholesale price differential prin- 
ciple approved by President Roosevelt on 
Jan. 12, 1934: 

WHEREAS, Delay on the part of NRA in 
approving price differentials in the General 

olesale Code and Supplemental Wholesale 
Codes deprives independent retailers of relief 
from price discrimination, and 

WHEREAS, The President of the United 
States on January 12, 1934, approved the price 
differential provision of the General Wholesale 
Code, therefore be it 

RESOLVED that the Executive Board of Re- 
tail Jewelers’ Associations of Greater New York, 
s ing for about One Thousand independent 
retail jewelers, protests against delay on the 
part of NRA in approving wholesale price 
differentials in the General Wholesale e 
and Supplemental Wholesale Codes and asks 
for an immediate Executive Order to expedite 
the Administration of price differential provi- 
sions of wholesale codes. 

Adopted this 1st day of February, 1935, at 
a regular meeting of the Executive Board of 
Retail Jewelers’ Associations of Greater New 
York, held at the Hotel Commodore in New 
York City. 

Attest: 
Secretary, Richard Mieser. 


The meeting of the Board, which was 
held Feb. 1, at the Hotel Commodore, 
was addressed by William Wagner, ex- 
ecutive secretary of the Local Retail 
Jewelry Code Authority, who pointed out 
to the members the importance of making 
the differential provision of the wholesale 
code effective. He quoted from a letter 
addressed to retailers generally from 
Flint Garrison, director general of the 
Wholesale Drygoods Institute, as fol- 
lows: 

“Under the selling policy now followed 
by many manufacturers, you and hun- 
dreds of thousands of other independent 
retailers throughout the country, are un- 
consciously forced to subsidize your chief 
competitors—the great chains, the mail 
order houses, the department stores and 
the syndicate buying groups. Manufac- 
turers first secure large volume opera- 
tions and low production costs through 
their business with wholesalers, which 
business comes from hundreds of thou- 
sands of retailers. They use these low 


Chairman, Phineas Peters 
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production costs to make still lower prices 
to the great buying organization above 
referred to. This creates an unfair com- 
petitive condition. 

“The Differential price provision of 
the Wholesale Code is intended to end 
this discrimination and _ subsidy. It 
legally authorizes wholesalers to decline 
to handle the products of manufacturers 
unless there is set up a fair wholesale 
price differential, which will enable the 
customers of wholesalers (YOU) to se- 
cure their goods on a competitive price 
basis. 

Although this provision was approved 
by the President on Jan. 12, 1934, the 
administration of NRA has delayed the 
application of this principle, and whole- 
salers have not been permitted to put 
it into effect. 

“This delay of the Administration is 
depriving you of a needed protection 
which this wholesale price differential 
was intended to secure for you. If you 
wish to secure this protection, please file 
immediately with the President your pro- 
test against this policy.” 

Reports from Washington indicate that 
the President, members of the Legislature 
and the NIRB have been deluged with 
protests from retailers and wholesalers 
everywhere, urging that the differential 
principle be enforced. 





Many Cash Jewelers in Metropolitan 
Area Adopt “C-]” Installment 
Selling Plan 


The “Consumer-Jeweler’ Credit Plan, 
by means of which retail jewelers are 
enabled to extend credit on an install- 
ment basis to their customers who desire 
to buy in that way, and which was 
graphically presented at several of the 
recent meetings of the retail jewelers’ 
organizations of New York City by the 
promoters of the idea, is fast gaining 
popularity among the small independent 
retailers of the city. 

At the regular meeting of the Bronx 
Retail Jewelers Association, held Feb. 12, 
it was announced that about 40 members 
had adopted the plan. George Korsun- 
sky, president of the organization, who 
has been using the plan in his store for 
several weeks, described the success he 
had enjoyed in making sales with its aid. 
He introduced Benjamin Leiderman, who 
as representative of the C-J Credit Plan, 
Inc., is contacting jewelers. 

As explained by Mr. Leiderman, this 
organization acts as an intermediary be- 
tween customers requiring credit and the 
personal finance companies. <A jeweler 
operating under this plan receives the 
application for credit from his customer 
and turns it over to the C-J Plan. The 
application is then placed with a finance 
company which grants or rejects the loan. 
If the application is accepted, the jeweler 
is notified, he in turn instructing his 
customer to go to the finance company to 
obtain a check for full payment for the 
merchandise desired. The customer en- 
dorses this check over to the jeweler, who 
then delivers the article. Ten per cent 
of the net amount of the sale is remitted 
to the C-J Plan, to cover expenses and 
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for cooperative advertising which will 
be undertaken for the benefit of all 
jewelers subscribing to the plan. The 
jeweler has no responsibility for collec- 
tion of the loan which has been granted, 
this being completely out of his hands. 

It is estimated that when completely or- 
ganized the plan will include about 500 
jewelers in the five boroughs, to which 
its operations are at present limited. Be- 
tween 100 and 150 retailers are now 
participating in the plan. 

Headquarters of C-J Credit Plan, Inc., 
are at 1441 Broadway. 





Vocational Groups for 
Study of Gems 


Vocational study groups of jewelers 
pursuing the study of gems are being 
organized under the direction of the 
Gemological Institute of America and the 
American Gem Society in several cities. 

In Boston jewelers pursuing certified 
gemologist courses are meeting monthly 
with Edward Wigglesworth, director of 
the Boston Society of Natural History. 

A group including both jewelers pre- 
paring as certified gemologists and as 
registered jewelers is meeting monthly 
in Newark, with Dr. A. C. Hawkins, 
formerly head of the Mineralogical De- 
partment of Rutgers University, as in- 
structor. Another group engaged in 
similar preparation will meet monthly 
in Philadelphia with Dr. Samuel G. Gor- 
don of the Academy of Natural Sciences 
of Philadelphia, as instructor. 

Still another similar group in Milwau- 
kee will resume its monthly meetings in 
March with Dr. A. J. Walcott of Chicago 
as instructor. Instructors for vocational 
study groups are also being arranged for 
by the national organizations in Pitts- 
burgh, Cleveland, and other centers. 

These groups consist of ten to 20 jewel- 
ers in the regions surrounding these cities 
and are experimental in nature. Meetings 
consist of review of the mail courses 
which are being pursued by their mem- 
bers during the preceding month. These 
organizations in the jewelry trade had 
previously proved that series of formal 
lectures either alone or supplementing 
mail course study were unsuccessful in 
producing the most effective results. 





The Leipzig Trade Fair 


The Leipzig Fair, long the barometer 
of world trade, gives definite indications 
this year of a general business revival. 
It will be attended by 150,000 business 
men from 76 countries, and will com- 
prise 7500 exhibits gathered from more 
than a score of the principal producing 
countries of the world. During the Fair 
week, March 3-10, Leipzig becomes the 
busiest and most cosmopolitan market 
place in the world. 

The famous Fair is today three times 
the size of any prewar Fair. For cen- 
turies it has been the great clearing 
house of the world for the newest prod- 
ucts and ideas. In the present effort to 
stimulate international trade, the Fair 
offers a unique opportunity to business 
men of all nations to solve their buying 
problems. 
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Fifty Years in Business 


PraiRIE Du CuHrEN, Wis., Feb. 13— 
Sunday, Feb. 10, was the golden an- 
niversary of the opening of the Cornelius 
Jewelry Store, by L. Cornelius, father of 
the present proprietors, Frank and Jack 
Cornelius. 

This store is the oldest established 
business in the city that has remained in 
one family for 50 years. 

The late Leonard Cornelius purchased 
the old Jewel Casket from N. H. Levi in 
1885, and operated the business in about 
its present site, but in 1902 he removed 
the old frame structure and replaced it 
with the present modern building. He 
planned to have the jewelry store in its 
present quarters, but the newly organ- 
ized Crawford County Bank desired these 
quarters with its fine vault. 





Nebraska Retail Jewelers Hold 
Thirtieth Annual Conven- 
tion in Omaha 


OmanHa, NEs., Feb. 23—The 30th an- 
nual convention of the Nebraska Retail 
Jewelers’ Association was held at the 
Paxton Hotel in this city, on Feb. 21 and 
22, at which time the following officers 
were elected: President, Harry Wolfe, 
Nebraska City; vice-president, G. R. Le- 
Roy, Fairbury; secretary-treasurer, J. W. 
Davis, York. The Executive Committee 
is as follows: Robert A. Meyer, chair- 
man, Grand Island; William S. Putters, 
Norfolk; Walter Gardner, 1020 O Street, 
Lincoln. 

The convention was called to order by 
the president, Robert Meyer, at 10 a. m., 
Feb. 21, and addresses of welcome were 
delivered by Mayor Roy N. Towl and 
J. P. Byrne, president of the Omaha 
Jewelers’ Guild. The response was made 
by Harry Wolfe, vice-president of the 
Nebraska Retail Jewelers’ Association. 

H. W. McDonald submitted his report 
as secretary-treasurer and this was fol- 
lowed by President Meyer’s address. 

In the afternoon an address was de- 
livered upon the subject, “The Code and 
Its Value,” by H. T. Williamson, director 
of the State NRA. Other addresses were 
by Thomas O’Connel of the Elgin Na- 
tional Watch Co. on “The Helpful 
Policy,” and by Ballard Dunn on “Where 
Prosperity Comes From.” 

In the evening a round-table discus- 
sion on various problems was held and 
the following committee appointed: 

Resolutions: Mr. G. R. LeRoy, chair- 
man; Charles Clinton, T. L. Combs. 

Nominations: Oscar C. Homann, chair- 
man; J. W. Davis, P. H. Witzel. 

It was voted that the Nebraska as- 
sociation go on record as complimenting 
and thanking those manufacturers who 
have adopted plans of restricted distribu- 
tion for the protection of the retail 
jeweler. 

On Friday the morning was given over 
to addresses by Allen T. Hupp, secretary 
of the Retailers Association of Omaha; 
by J. P. Byrne on “What the Hamilton 
Plan Means,” and by P. C. Radford, 
International Silver Co., on “Controlled 
Distribution.” 

The resolutions were then read and 
adopted by the convention. 
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William G. Drosten, regional vice. 
president of the A.N.R.J.A., was unable 
to attend because of illness, but sent g 
report on national activities which was 
read by T. L. Combs. 

Invitations from the Lincoln Chamber 
of Commerce, Hotel Lincoln, and J, |, 
Teeters Co. to hold the next State cop. 
vention at Lincoln were read and it was 
decided to hold the next convention g 
Lincoln. 

In the evening the big KU-KU party 
and dance was held in the ballroom of 
the hotel. 


Jewelry Designers Guild of New York 


The jewelry designs shown on page 65 
have been contributions to THE JEWELERg 
CIRCULAR-KEYSTONE by the members of 
the Jewelry Designers Guild of New 
York and are shown as a presentation of 
designs depicting individuality of execu- 
tion. 

The Jewelry Designers Guild of New © 
York is very much interested in the idea 
of holding a National Jewelry Design 
Exhibition for the purpose of exchanging 
ideas, educating the public and stressing 
the important alliance of designer, man- 
ufacturer, wholesaler and retailer. 

In discussing this plan, Christian A. 
Jakabb, a member of the Guild, said: “It 
is the idea of the guild that the exhibition 
should be so arranged as to allow the 
exhibits of all jewelry designers, whether 
professional or amateur and also other 
designers from other fields who care to 
exhibit their work. 

“In order to carry out the purpose of 
the work, it would be necessary to ap- 
point a committee whose duty it would be 
to work out ways and means to arouse 
the interest of central art groups and it is 
hoped that a fund will be raised so that 
prizes may be awarded with at least 
$3,000 as the first prize. 

“I am firmly convinced that the ex- 
hibition is not only possible but extremely 
probable and that it would have a de- 
cided trend toward interesting the public 
in jewelry.” 





Grover C. Richards, president of The 
Watson Co., Watson Park, Attleboro, 
sterling silverware manufacturer, an- 
nounces the purchase of the Watson- 
Briggs Company, manufacturers of ster 
ling silver and cloisonne toilet ware, 
specialties and novelties. Mr. Richards 
states that the increased manufacturing, 
designing and sales’ facilities now made 
available for the line formerly manu- 
factured and distributed by Watson & 
Briggs, puts his company in a position 
to greatly increase the business in this 
division. The officers of the Watson 
Co. remain the same. All merchandise 
of the new division will henceforth be 
stamped with the Watson name, and the 
products of the novelty division will be 
nationally advertised in conjunction with 
the advertising of the sterling silver 
tableware division. In acquiring the as- 
sets, good-will and equipment of Watson 
& Briggs, the Watson Co. becomes one 
of the outstanding units in the manufac- 
turing of this class of merchandise. 
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NEW YORK: 


Jewelry News of the Metropolitan District 


Alex Asborne & Co., Inc., 125 Canal 
St., has removed to greatly enlarged 
quarters in Suite 45, the same address. 

Al Foss, manufacturer’s representative, 
is now associated with Rothman & Baden, 
66 Nassau St., as eastern salesman. 

John Wong of the Chinese Gems Co., 
will sail from San Francisco on March 
4, to visit the jade and semi-precious 
stone markets of Canton, China. 


Al Walden, salesman for Brunner- 
Ritter, Inc., 350 Hudson St., is now rep- 
resenting his concern in the metropolitan 
area. 

Harry Brown,’ Brooklyn _ retailer 
jeweler, after 21 years at 598 Nostrand 
Avenue, has removed to new and larger 
quarters at 620 Nostrand Avenue. 

Edward L. Stern, president of Tavan- 
nes of America, left Feb. 7, for Los 
Angeles to attend the Convention of the 
California Retail Jewelers Association. 
He will return about March 10. 


Announcement has been made that J. J. 
Newton, formerly secretary-treasurer of 
the Traub Mfg. Co., is now associated 
with Larter & Co., 88 Parkhurst Street, 
Newark, in an executive capacity. 

William Lichtenfels, president of the 
Gemex Co., Newark, sailed on the Conti 
di Savoia, Feb. 13, for Naples, on an eight 
weeks’ combined business and pleasure 
trip. 

Sam Steinman, traveling representa- 
tive of the Bristol Seamless Ring Co., 
left recently on a spring tour of the 
country, to call on his customers in the 
trade. 

N. L. Shteinshleifer, smelter and re- 
finer, 78 Bowery, is leaving for a three 
months tour of Palestine, Egypt, Italy, 
Spain, France and England. Mr. Shtein- 
shleifer’s sons, Boris and Irwin, will re- 
main in charge of the business. 

M. L. Braun of A. Jaffe & Sons, 10 W. 
47th St., left Feb. 18, on an extensive trip 
through the South and Middle West. 
William J. Ober of the same concern, is 
now on his annual spring trip through 
New York State. 


Leon Dymentbort, diamond and calibre 
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has announced 
his removal to larger quarters in Room 
1403. He has joined in partnership with 
David Hardell, trading as Dymentbort & 
Hardell. 


J. H. Mednikow of J. H. Mednikow 
& Co., Memphis, Tenn., is in New York 
City from Feb. 26 to March 7. He will 
stop at Hotel Governor Clinton. He is 
making the eastern territory and will 
also make Florida. Mrs. Mednikow is 
accompanying him on his trip. 

A. Antoville, retail jeweler at 1323 
St. Nicholas Ave., reports that window 
smashers crashed his show windows early 
the morning of Jan. 28, and escaped with 
rings, watches and diamonds worth about 
$200. This is the third time this has 
happened to his store in 18 months. 


Louis Kantor and Israel Cooper, for 15 
year in business together as Kantor & 
Cooper wholesale jewelers at 32 Liberty 
St., and now at 170 Broadway, dissolved 
their partnership as of Feb. 1, and will 
continue separately at the same address, 
dealing in watches and watch attach- 
ments. 


Announcement has been made that 
Sydney Scheinberg, for 15 years associ- 
ated in the jewelers’ findings business, is 
now representing Szabo & Beer, 17 E. 
Sixteenth Street, as head of the findings 
sales department. 

M. D. Rothschild, Otto D. Wormser, 
James S. Frank, and Jacob Mehrlust were 
members of a party which set out on a 
three weeks’ fishing trip on Feb. 23. 
Sigmund Cohn, who with Mrs. Cohn left 
for Miami on Feb. 21, will join them in 
that city and together they will proceed 
to the Everglades, for fishing among the 
islands of the Gulf of Mexico. 


H. Fried of the Harman Watch Co., 
2 W. 46th St., sailed recently aboard the 
Conte Di Savoia for Italy and Switzer- 
land. He will visit the factory produc- 
ing his concern’s watches to discuss the 
design of new styles for 1935. The 
appointment of M. Nosofsky as sales 
representative for the Harman line in 
the Metropolitan area has been an- 
nounced. 

Victor S. Walleck, quartermaster of 
the U. S. line Manhattan, was sentenced 
to three months in jail on Feb. 18 by 
Judge Goddard of the Federal Court, 
after pleading guilty to attempting to 
smuggle into this country Swiss watch 
movements valued at about $6,000. The 
contraband merchandise was found in 
Walleck’s quarters on board his vessel, 
and was not listed on the ship’s mani- 
fest. 

Herbert P. Whitlock, Curator of Min- 
erals and Gems of the American Mu- 
seum of Natural History, will give a 
free course on the cultural appreciation 


(Turn to page 120) 
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of gems, on the following Saturday after- 
noons: April 6, 13, 20 and 27. The lec- 
tures will be illustrated with lantern 
slides. Subjects to be considered are, re- 
spectively: “What is a Gem?” “Decora- 
tive Stones Other Than Jade,” “The 
New York Federal Reserve District as 
of December, 1934, showed a gain of 
26.1 per cent over the corresponding 
month in 1933. Stocks were 9.8 per cent 
greater. Wholesale jewelry sales for 
the same month were 14.1 per cent bet- 
ter than in 1933, with a 0.5 per cent de- 
cline in stocks. Figures for the year 
1934, as compared to 1933, indicated 
gains of 9.4 per cent in wholesale dia- 
mond sales, and 28.8 per cent in jewelry. 


Trial of Aaron Eli Travitsky, arrested 
on Oct. 24, 1934, who is alleged to have 
attempted smuggling of watch movements 
worth $29,000, and loose diamonds valued 
at $4,000, as well as an alleged attempt 
to bribe a custom official, was postponed 
to March 19 by Judge Robert Patterson 
when the case came before him on Feb. 
20. Max D. Steuer, who is representing 
Travitsky, obtained the postponement on 
the grounds that the daughter of the ac- 
cused man will be a material witness at 
the trial, and that she was at that time 
confined to a sanitarium. Assistant U. S. 
Attorney William W. Prager is repre- 
senting the government in this case. 


At a meeting of the organization com- 
mittee of the New York Chapter of the 
American Gem Society held Feb. 5 at the 
Maison de Winter, 36 W. 48th St., it was 
decided that a general organization meet- 
ing will be held about the middle of 
March, at which the various benefits to 
be derived from membership in the 
American Gem Society will be outlined. 
Sydney H. Ball, prominent mining en- 
gineer, and author of the annual report 
on the precious and semi-precious stone 
industries published in the Minerals 
Year Book of the U. S. Bureau of Mines, 
will be the speaker of the evening. At 
this meeting a constitution and by-laws 
will be adopted and the future program 
of educational activities discussed. The 
committee meeting was presided over by 
Kenneth I. Van Cott, chairman, with 
the following members present: Ralph 
La Ware, R. H. Van Esselstyn, Leopold 
Nathan, Frank Rudden, George J. Engle, 
Frank L. Spies, and Charles T. Evans. 


Herman Greenberg, of the King 
Jewelry Co., 301 W. 125th Street, who 
on Jan. 14 had pleaded guilty in the 
Court of Special Sessions to having sold 
a wedding ring stamped 14K. gold 
which on assay showed a gold content of 
but .162 per cent, on Jan. 25, as THE 
JEWELERS’ CIRCULAR-KEYSTONE went to 
press, was sentenced by Judges Walling, 
Flood and Hackenburg, of Special Ses- 
sions, to $200 fine or 30 days in the 
workhouse. Jack Sterling, of the Sterling 
Jewelry Co., 211 W. 125th Street, who 
was also convicted of violation of the 
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New York Stamping law, received a sus- 
pended sentence recently. Sterling had 
sold a ring stamped 14K. gold which 
assayed but 12.49 K. Prosecutions were 
handled by Assistant District Attorney 
Eugene McAuliffe, who was assisted by 
Byron L. Shinn, counsel for the Jewelers’ 
Vigilance Committee. 


At the Brooklyn Retail Jewelers As- 
sociation meeting, 10 new members 
signed up with the C-J Credit Plan, a 
movement which started in the Bronx 
and which is meeting with the approval 
of small cash jewelers throughout the 
city. This plan enables the jeweler to 
extend credit on a time payment ar- 
rangement with the loss hazard assumed 
by a personal finance company. A resolu- 
tion, similar to the one drafted by the 
Executive Board condemning NRA's de- 
lay in applying the price differential 
principle to the wholesale jewelry trade, 
was adopted. Phineas Peters, president 
of the association, spoke of the benefits 
which retail jewelers have derived from 
the retail jewelry code and warned the 
members that if the jewelry industry 
did not enforce the code jewelers would 
find themselves supervised by the gov- 
ernment. Much of the meeting was 
devoted to planning for the annual af- 
fair of the Brooklyn organization, to be 
held March 3 at the Hotel St. George. 


The Horological Society of New York 
held its regular monthly meeting on Feb. 
5, at the regular meeting rooms at 150 
W. Eighty-fifth Street. A number of the 
society’s certificates were issued to quali- 
fying members. President Mellenhoff 
spoke of the progress that the Friday 
night Technical Club meetings are mak- 
ing. At these meetings the younger mem- 
bers are privileged to attend lectures 
given without charge by the organiza- 
tion’s leaders, and time for the answer- 
ing of questions is provided. 


William Wise & Son, Century Old 
Concern of Brooklyn, N. Y., 
in Liquidation 

Saturday, Feb. 16, saw the beginning 
of an auction sale which will liquidate 
the stock of William Wise & Son, retail 
jewelers at 440 Fulton St., Brooklyn, 
N. Y., a business founded in 1834, the 
year when Brooklyn received its charter. 
The sale is being conducted by James L. 
Hand, well known jewelry auctioneer 
who has conducted many successful sales. 

The business was started by William 
Wise, Jr., a watchmaker, jeweler and 
silversmith, at 79 Fulton St. In 1860 the 
firm moved to 239 Fulton St., and in 
1882, when the name William Wise & 
Son was adopted, was established on the 
site where the Fox building now stands, 
at Flatbush Ave. and Nevins St. The 
present location was taken in 1926. The 
business passed from the hands of the 
Wise family 25 years ago and became a 
stock company. 
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The Roosevelt Bowl 


In New York City, about 1726, Cornelius 
Wyncoop, a silversmith, made a christen- 
ing bowl for Isaac Roosevelt, a progenitor 
of the Roosevelt family, from which two 
of America’s presidents have come. The 
original bowl is in the Garvan collection 
exhibited in the Gallery of Fine Arts of 
Yale University. Old, as is the original, 
its lines have a never dying beauty, and 
they have been reproduced and named 
the Roosevelt Bowl, in honor of that illus- 
trious family. 

Made in four sizes: 9 in., 7% in. (the 
size of Wyncoop’s original), 7 in. and 5 
inches in diameter. 

Priced so closely for what it is, and 
being so perfect and modern in its style, 
it is a splendid “turn over” number both 
for value and sentiment. 


Graff, Washbourne & Dunn 


SILVERSMITHS 


TRADE MARK 


142 WEST FOURTEENTH STREET 
NEW YORK CITY 


TESTING 
PRECIOUS 


METALS 
Identifying -- Buying-- Selling 








By C.M.HOKE 








Do ALL your employees 
know ALL they should 
about ALL precious metals? 





New—Enlarged—Handsome 


Tests by acid, flame, specific grav- 
ity. Appendix of definitions, tables, 
formulas of alloys; gold buyers; 
where to buy equipment, etc. 





1935 Prices — 1935 Regulations — 
Solves 1935 problems. 64 pages. 





Your Dealer or Send $1 to 


Jewelers Technical Advice Co. 
22 Albany Street New York City 




















WHERE TO BUY 











HEADQUARTERS FOR 


BAGS and ROLLS 


For Silverware 
Superior Quality—Non-Tarnishing 
Write for Catalog and Samples 


EUREKA MFG. 


Taunton 





Massachusetts 





PARK AVE. 


COMPANY 


IDE ISLAND 


SILVER 


PROVIDENCE RH 








JEWELRY LABELS 
Embossed Seals and String Tags 


Write for stock label booklet or 
quotations on private designs. 


Attleboro Printing & Embossing Co. 
Attleboro, Mass. 








TongueTyed’ 


BRACELET PATENTED 





Also Makers of Men’s Buckles and Sets 


C. AJMARSH & CO., Ine. 





COMPANY 





ATTLEBORO, MASS. 











q | 
DINIKS 
STERLING 


STREE s is 5 





CONCORD 


Silversmi 


eS. CONCORD 
eH, ¥ NEW HAMPSHIRE 








PROVIDENCE: 


Happenings in the New England Territory 


Aldro A. French, of the D. E. Make- 
peace Co., has been elected president of 
the Attleboro Savings & Loan Association. 


The Royal Pen Shop has removed from 
76 Dorrance St., Providence, to 73 Dor- 
rance St., Room 16. 


Hugh E. Dunbar, of North Attleboro, 
has been elected president of the L. G. 
Balfour Employes’ Association for the 
ninth consecutive term. 


J. Broxup, for 19 years watchmaker 
with the Boston Store, has opened rooms 
for himself in the Strand Building, 77 
Washington St. 


C. Wallace Cedarberg was elected 
president of the Attleboro Chamber of 
Commerce at the annual meeting the 
past month. 


A trade mark “Kiddigem,” covering 
jewelry for personal wear or adornment, 
not including watches, has been regis- 
tered for the Uncas Mfg. Co. of Provi- 
dence. 


Leonard I. Lamb has been elected 
president of the R. F. Simmons Co. Mu- 
tual Relief Association and Hugh E. 
Dunbard of North Attleboro has been 
elected president of the L. G. Balfour 
Employes’ Association. 


James P. Connelly, proprietor of the 
Connelly Gold Stamping Co., of South 
Attleboro, died Feb. 19 at his home in 
that town after an illness of several 
weeks. He was a native of Wareham, 
Mass., and is survived by his widow, 
mother, brother and sister. 


David M. Lipsey, 49 years old, who 
conducted a retail jewelry and diamond 
store on lower Weybosset St. for several 
years, died a few days ago at the Rhode 
Island Hospital an hour after he was 
found in an unconscious condition in the 
cellar of his home. 

A special course in metal and leather 
work has been instituted by the Paw- 
tucket and Central Falls Y. W. C. U. 
under the supervision of Miss Marga- 
retta Roberts, a graduate and special 
student in jewelry design at the Rhode 
Island School of Design. 

George B. Hogaboom, research engi- 
neer and adviser on electro-plating to the 
United States Bureau of Standards at 
Washington, was the speaker before the 
Providence group of the American So- 
ciety for Metals at a recent meeting in 


the Providence Engineering Society 
rooms, Angell St. 
The Esposito Jewelry Co., Inc., of 


Providence has been granted a charter 
to conduct a manufacturing jewelry busi- 
ness with an authorized capital of $15,000 
divided into 600 shares of common stock 
at $25 each. The incorporators are: Vin- 
cent A. D’Atri, Maria Esposito and An- 
thony Sanchirico, all of Providence. 
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Edward O. Otis, Jr., who recently took 
over Wachenheimer Bros. factory, this 
city, was robbed of a sample case con- 
taining nearly $400 worth of jewelry in 
Boston recently. He was calling upon 
D. C. Percival Co., and left the case on 
the store floor just inside the door. When 
he went to get the case it had disap- 
peared. 


The Gorham Mfg. Co. of this city, will 
make a casting in bronze of a selected 
entry in the eleventh annual competition 
sponsored by the National Soap Sculp- 
ture Committee. The 1935 competition 
will close May 1 and all sculptures sub- 
mitted will be exhibited at the Rocke- 
feller Centre, New York, during June. 
George E. Ball, former director of design 
for the Gorham company, is a member of 
the committee’s jury of award. 


Harvard College has been bequeathed 
the entire residuary estate of Edmund Ira 
Richards according to his will filed a few 
days ago. The legacy provides for the 
establishing of a fund, named after the 
testator, to assist needy students in ob- 
taining an education at Harvard, speci- 
fying preference be given students from 
North Attleboro. Mr. Richards, who has 


(Turn to page 147) 





\NSPECTOR “° SANDSTEF 


Quality Main Springs 
For American and Swiss Watches 





SANDVIK WATCH SPRING CO., Inc. 
145 Hudson St. New York City 








Massachusetts School of Optometry 


INCORPORATED 
Standard Three-Year Day Course 
Post Graduate and Special Courses 
Arranged 
For further information address: 
1114-1118 BOYLSTON STREET 
Boston, Massachusetts 











We Photo-Micro-Graph 


Diamonds and precious stones for 
Identification 

or will lease the Cameras to responsible 

Jewelers. 


THE FRANK HEITZLER CO., INC. 
26 Perkins St., Jamaica Plain, Mass. 
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Refining of 
Precious Metals 
CLINTON REFINING CO., INC, 


NEWARK, NEW JERSEY 
91-3 E.. Kinney Street Market 2-5176 















ALFRED HUMBERT & SON 
DIAMONDS 
WEDDING RINGS 


acturers of the Best in Wedding 
Boast Rings for Nearly a Century 


117 So. 10th St. Philadelphia 





HYMAN N. CAPLAN 
ESTABLISHED 1916 
MANUFACTURING JEWELER 
SPECIAL ORDER WORK & REPAIRING 
FRATERNAL JEWELS 

OFFICIAL BADGES 


740 Sansom St. Philadelphia 








BOWMAN 
Technical School 


Courses for Success for 
Watchmakers 

Engravers, Jewelers 

Write fer free book ‘‘Your Future and Our School.”’ 


JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 

















Manulacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street Philadelphia 


BYARD F, BROGAN 








We Are Authorized 
Distributors for 
TELECHRON & REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL PRODUCTS 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


We fill orders for these items in the 
Rotation as Received 








_— College of Horology 


SCHOOL FOR WATCHMAKERS 

JEWELERS AND ENGRAVERS 

Broad and Somerset Streets 
PHILADELPHIA, PA. 














THIMBLES — TIE CLIPS 
IDENTIFICATION WRISTLETS 





Simons Bros. Company 


269 So. 9th St. Philadelphia 
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Louis Sickles, 1015 Chestnut St. has 
taken his sons, Moses L., David J. and 
Louis, Jr., as partners in the firm. 


Pasikow & Shrewsbury, 3131 N. Front 
St., have opened a branch store in 2640 
Germantown Ave. 


William Walz, watchmaker for George 
M. Bovard, 4369 Cresson St., is back at 
work after a long illness. 


Adolph Ritter, Jr., salesman for the M. 
Sickles Company, has left on a three 
months trip to the southern territory. 


Paul Stern is now on an extended trip 
through the West in the interest of the 
Louis Stern Co. 


Joseph B. Bechtel & Co., 
St., announces that their new representa- 
tive, Parker Hamilton, is meeting with 
success on his initial southern trip. 


At a recent meeting by the board of 
directors of the Sansom Business Men’s 
Association, preliminary arrangements 
were made for the association’s annual 
dinner which will take place within the 
next few months. 


The Philadelphia Association of 
Watchmakers’ and Jewelers’ Supply Job- 
bers held a meeting on Monday evening, 
Feb. 18, in the Benjamin Franklin Hotel 
—with 100 per cent membership present. 
A general discussion was entered into on 
various trade topics. , 


Ben Nemirofsky, who has just returned 
from a trip to the diamond markets of 
Europe, was very much impressed with 
the conditions prevailing in European 
countries. Mr. Nemirofsky stated that he 
would rather earn $5 in America than 
$100 in Europe. 


Philip Kind and Leon Sickles played 
hosts, on Feb. 5, to forty jewelers at a 
dinner at the Benjamin Franklin Hotel. 
The purpose of the dinner was to im- 
press upon the assembled jewelers, the 
urgent need of raising additional money 
for the Federation of Jewish Charities. 
Mr. Kind reports that the meeting was 
a rousing success with most of the men 
substantially increasing their pledges. 


Music and dramatic skits presented by 
“home talent” featured the annual dinner 
last month of the Mens Association of 
the Bailey, Banks & Biddle Co. There 
were also talks and round table discus- 
sions of various problems in the jewelry 
business. Following the entertainment 
the regular business meeting got under 
way with reports of the associations ac- 
tivities for the past year. 


Clarence Sheer, for the past 29 years 
manager of the watch department of H. 
O. Hurlburt & Sons, 738 Chestnut St., 
dropped dead of heart failure on Sunday 
morning, Feb. 17, at his home 5456 Pine 
St. Mr. Sheer was one of the best known 
men in the watch industry and had a 
wide circle of friends. He was born 
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Aug. 18, 1876. He is survived by his 
widow, two daughters and a son. Mr. 
Sheer was a member of Aeolean Council 
P.O.S. of A., the B.P.O.E. and the Maiden 
Lane Outing Club. Funeral services were 
held in the Andrew Bair Funeral Parlors, 
39th & Chestnut St. and interment was 
made in Westminster Cemetery. 





Z 'RNKILTON 


CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 


F.X. ZIRNKILTON 2:tai2e81 


PHILADELPHIA 








729 Sansom’ 


WATCHMAKER - JEWELER - ENGRAVER 


JOHN C. BAIR 
Established 1913 


119 East Chestnut St. 
LANCASTER, PA. 


ALL WORK IS GUARANTEED 














MOUNTINGS 
OF RECOGNIZED MERIT 


FULMER & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 


Cc OOPER 
BROS., INC. 
MANUFACTURING JEWELERS 


CE 1907 
SPECIAL ORDER. WORK—REPAIRING 

















711 SANSOM ST. PHILADELPHIA 





COMPLETE ASSORTMENT OF 
MOUNTINGS 


IN GOLD AND PLATINUM 
TO rs. — ahaa "1 


importer of 
DIAMONDS, 
PRECIOUS 
AND 
IMITATION 
STONES 


735 WALNUT ST., PHILADELPHIA 








OLD GOLD, SILVER, 
PLATINUM BOUGHT 


FILINGS—SWEEPS— 
GOLD FILLED SCRAP 


Jewelers’ Shipments from all parts of the 
U. S. prove our checks satisfy 


Your lot is accurately valued, reported 
same day as received and held intact 
awalting your OK. 


EMPIRE SMELTING & REFINING CO. 
Metallurgical Chemists 
713 Sansom Street, Phila., Pa. 

















WHERE TO BUY, 


So a 








WOLFSON & GRAU 


Manufacturing Jewelers 


Our Specialty 


Diamono Setting ano Speciat Orver Work 
Warcu ano Jewetry Repairine 
Encravine ano Carvine of Aut Kinos 
A.so Stampine of Leatner Goons 


416 CLARK BUILDING 


1918 PITTSBURGH, PA. 1935 








REPAIRING 
JEWELRY & SILVERWARE 


PLATING 
GOLD—SILVER—RHODIUM 


ENGRAVING 


SPECIAL ORDER WORK 
HEEREN & COMPANY 


Successors to Heeren Bros., Company 
140 8TH ST., PITTSBURGH, PA. 











MARTIN GLUCK & SONS 
718 Penn Ave. Pittsburgh, Pa. 


DISTRIBUTORS 
of 


Elgin, Waltham, Hamilton, Illinois, How- 
ard, Bulova, & Gruen Genuine Materials. 


V.T.F. Watch Crystals B.B. & K.K. 
Brands—Fancy Crystals. 


Fancy & Round Unbreakable P.B. U. 
Crystaloids. 











WHOLESALE 
DISTRIBUTORS 
of 


ELGIN WATCHES 
WALTHAM WATCHES 
INTERNATIONAL SILVER 

COMMUNITY PLATE 

WESTCLOX 
INGERSOLL WATCHES and CLOCKS 
SETH THOMAS CLOCKS 
G.E. ELECTRIC CLOCKS 
INGRAHAM CLOCKS 
PENNWOOD ELECTRIC CLOCKS 
SIMMONS CHAINS and JEWELRY 
ALSO A COMPLETE LINE OF JEWELRY 
OUR STOCK IS ALWAYS COMPLETE 


Service and Prompt Execution 
of Your Orders Often Means 
Additional Sales to You 


SAMUEL WEINHAUS CO. 





720-722 Penn Ave. Pittsburgh, Pa. 





Jack M. Krory, Alvin Silver Co., 
Providence, R. I., was a recent visitor. 


Wilbur Widdowson, Indiana, Pa., is 
enjoying a vacation in Florida. 


Barnett Davis, diamond wholesaler in 
the Clark building, was in New York on 
business recently. 


L. J. Marks Co., diamond wholesalers, 
have moved from the fourth floor to 305 
Clark Building. 


Louis Grau, Wolfson & Grau, Clark 
building, is recovering from a_ recent 
illness. 


Samuel Hawkes, of the T. G. Hawkes 
Co., Corning, N. Y., called upon Francis 
A. Keating of the Grogan Co. recently. 


Harry Landaw, Landaw Bros., Penn 
Ave., has returned from an extensive 
road trip. 


Clifford F. Pugh of Pugh Bros., Gulf 
Building, is enjoying a vacation in Holly- 
wood, Cal. 


Frank Goode, from the New York of- 
\. fice of the Keystone Watch Case Com- 
pany, was a recent visitor. 


Joseph E. Fishbein, sales manager for 
the Walker Watch Co., Inc., New York, 
called upon the trade in Pittsburgh re- 
cently. 


Harry Lehman, Lehman Bros. Silver- 
ware Corp., New York City, was in Pitts- 
burgh for a week during February with 
a new Spring line of merchandise. 


Francis A. Keating, president of Gro- 
gan Co., Sixth Ave. and -Wood St., has 
been elected to the board of directors 
of the Community Fund. 


Saul and David Weiss, Grafner Bros., 
Liberty St., have returned from a suc- 
cessful road trip throughout the tri- 
state territory. 


Gus Colvin, manager of the Pittsburgh 
office for the Waltham Watch Co., Hardy 
& Hayes Building, has gone to Canada 
on an extended business trip. 


Henry E. Hart, diamond importer of 
48 W. 48th St. New York City, spent 
some time in Pittsburgh during the mid- 
dle of February. 


Bert Biggard and Carl Levine of Big- 
gard Co., Clark Building, who have been 
calling on the trade for spring business, 
reports substantial bookings. 


Walter Heeren, who, with some of his 
former associates, has organized Heeren 
& Co., Penn Ave., reports increasing busi- 
ness. 


Melnick & Haase, wholesale jewelers 
in the Clark Building, are dissolving 
their partnership as of March 1st. Louis 
Melnick will continue to occupy the pres- 
ent quarters after the dissolution. 


Lew Levinson of the Rogers Jewelry 
Co., Liberty St. was married early in 
(Turn to page 125) 
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GRAFNER BROS, 


GENERAL LINE 
VALUE AND ASSORTMENT 


SPECIALIZING 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 








POPULAR PRICED 
NOVELTY JEWELRY 
a 
LEATHER 
AND 
BEADED BAGS 
* 

GIFT LINES 
M. BONN COMPANY 


713 PENN AVE. PITTSBURGH, PA. 











BIGGARD & CO., INC. 
3rd Floor, Clark Bldg., 
PITTSBURGH, PA. 


WE STOCK THE PRODUCTS 
OF THE 


LEADING JEWELRY 
MANUFACTURERS 
* 


Our salesmen are now on the road 
showing these outstanding lines, in- 
cluding many of our own and in- 
dividual creations, suitably and 
popularly priced for this Spring 
season. 
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Pittsburgh Notes 
(From page 124) 


February to Miss Dorothy Wolowitz of 
this city. They are spending a honey- 
moon in California. 


L. W. Corbin, sales manager and di- 
rector of the Samuel Weinhaus Co., 
Penn Ave., is receiving the sympathy of 
the trade on account of the death of his 
wife which occurred Feb. 20, in a Pitts- 
burgh hospital as a result of infection. 


The estate of the late J. Alex Hardy, 
president and founder of the Hardy & 
Hayes Co. was valued at more than 
$100,000 according to press reports. Mr. 
Hardy died last Oct. 25, at the age of 
73 years. 


Gus Bastheim, president of the W. J. 
Wilkens Co., credit jewelers of Liberty 
Ave., has purchased all of the remain- 
ing Heeren Bros. Company stock from 
Cohen & Weisenthal, who have been con- 
ducting a sale from the old Heeren estab- 
lishment, Penn Ave. The latter company 
has closed its place of business. 


R. H. Coleman, trustee in bankruptcy 
for Heeren Brothers Co., has informed 
THE JEWELERS’ CIRCULAR-KEYSTONE that 
14 per cent in dividends has been paid 
to all creditors to date, including creditors 
holding second mortgage bonds. Over 90 
per cent of the accounts receivable of 
customers have been collected. Final ac- 
counting will probably be made within 
the next 60 days. 


The Pennwood Co., 7525 Kensington 
St., manufacturers of electric clocks, have 
just opened sales offices in Boston, Chi- 
cago, St. Louis and Los Angeles and 
negotiations are pending in New York 
City. C. A. Raymo, sales manager, says 
the company is just about ready to an- 
nounce their new self-starting motor 
which will be a big forward step. Busi- 
ness during the month of February was 
the largest in its history. 


Emanuel Grafner, president of Grafner 
Bros., says there have been quite a few 
inquiries recently for large diamonds. 
Mr. Grafner feels that certain publicity, 
emanating from New York, wherein it 
has been stated that certain shrewd pur- 
chasers have been buying diamonds for 
an investment, has helped the market. 
Moreover, he says that distressed mer- 
chandise is being largely absorbed and 
that the banks seem to have finished un- 
loading. Large stones, in particular, 
seem to be in very safe hands and com- 
paratively few, if any, sacrifices are be- 
ing made. 


Pittsburgh jewelers are up in arms 
against the proposed modification of a 
city ordinance which would permit the 
establishment of an auction house in the 
city to dispose of used and slow-moving 
goods. The jewelers, carefully organized, 
were joined by members of the Retail 
Merchants Association and _ representa- 
tives of the Better Business Bureau. 
Their protest was sent to City Council 
by Attorney Harry I. Miller, who wrote 
that the proposed amendment would 
nullify and vitiate the effect of the pres- 
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ent ordinance; moreover, that it would 
re-create old abuses, and that there is no 
necessity for an auction house in Pitts- 
burgh. At the time of this writing, the 
protest apparently has side-tracked the 
matter—at least for the time being. 





Applications for Exemptions Under 
Medium and Low Priced 
Jewelry Manufacturing Code 


WasuincTton, D. C.—Three manufac- 
turers of medium and low priced jewelry 
have applied to the National Industrial 
Recovery Board for exemptions from the 
labor provisions of the Code. 

The Kestenman Brothers Manufactur- 
ing Co., and the Genser Manufacturing 
Co., both of Providence, R. I., seek ex- 
emptions under Article III, Section 3, 
which authorizes industry members to 
apply for permission to work overtime 
in case of emergencies. 

An exemption from Article IV, Sections 
1 and 2, which provide the hourly wage 
minimum, and regulate the employment 
of learners and superannuated persons, is 
asked by the Mondaine Products Corp- 
oration, Stroudsburg, Pa. 





Stay of Fraternity Jewelry Clause in 
Precious Jewelry and Medium Priced 
Jewelry Codes Extended 


WasuincTton, D. C.—The National 
Industrial Recovery Board announces it 
has approved a further stay of the appli- 
cation of the fraternity jewelry clause 
in the appendices of the precious jewelry 
and medium and low-priced codes for 
a period of 60 days, or until March 14. 

The clause is as follows: 

“(c) Where a fraternity controls the 
manufacture and distribution of its in- 
signia under contract, it is an unfair 
trade practice for unauthorized persons 
to manufacture, solicit, or accept orders 
for such insignia.” 


Samuel Moore 

PROVIDENCE, R. I., Feb. 22—Samuel 
Moore, one of the oldest manufacturers 
of jewelers’ findings in the United 
States and nationally known as an in- 
ventor of freight and passenger car 
wheels, shoe nails, twist drills, shot chain 
machinery, fancy and figured jewelry 
wires and stock and numerous other 
things, died this morning at his home, 
38 Mawney Street, in his 91st year. He 
retired eight years ago as active head 
of Samuel Moore & Co., 301 Friendship 
Street, which has since been conducted 
by his son, S. Lindley Moore. 

He was born in Falmouth, Mass., Sept. 
11, 1844. ‘He attended the Lawrence 
(Mass.) Academy and at the age of 18 
went to Taunton, Mass., where he was 
apprenticed to the machinists’ trade. 
After several years experience in build- 
ing marine engines, locomotives and 
rifles, in 1878 he began the manufacture 
of jewelry machinery in this city, and 
seven years later he started in as manu- 
facturer of jewelry and silversmiths sup- 
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plies at 227 Eddy Street, removing his 

plant in 1904 to its present location. 
Besides his widow and son he leaves 

three daughters and six grandchildren. 





James E. Ziegler Elected Vice-Presi- 
dent of Granat Bros. 


SAN Francisco, Cat.—After ten years 
with the firm, and recognized as one of 
the leading jewelry experts in the 
country, James E. Ziegler, at a recent 
meeting of the company’s directors, was 
elected vice-president of Granat Bros. 

A native of Lancaster, Pa., Mr. Ziegler 
learned the jewelry manufacturing busi- 
ness in that city, and then was drawn 
West to Nevada by the Goldfield-Tono- 
pah mining boom. 

Later he came to San Francisco and 
for ten years was associated with Ahlers 
Co., which firm, at that time, had one 
of the finest and most exclusive jewelry 
stores on the West coast. 

In 1925, Mr. Ziegler joined Granat 
Bros., and was appointed store manager. 
Now as vice-president he is to assist 
Joseph and Leo Granat in directing the 
entire Granat organization. 








PITTSBURGH 


Seeks Your Patronage 











GOLD and SILVER 
Scrap and Wastes 
PURCHASED 


Highest cash rates, by assay 
or ae the counter. Get 
cash for your scrap promptly. 
This is the only complete 
gold refinery operated in this 
section of the country. 


GOLD, SILVER, PLATINUM alloys 
and KARAT GOLDS, etc., furnished. 


ON-BENSHOFF | 
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W® Clark Building 


ANY 


Pittsburgh, Pa. * 














WATCH MATERIALS 
JEWELRY SUPPLIES 


We carry a complete stock of 
VTF—BB—KK and GS Watch 
Crystals. 


LANDAW BROS. 
628 Penn Ave. Pittsburgh, Pa. 

















[ waere TO BUY | 























it, | SILVERWARE |, 2 








SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 








Wren You THINK OF 


FINDINGS 


THINK OF 


FULLER 








ORDER FROM YOUR JOBBER 








Which Case Fgbaning 

OUR WORK COSTS NO MORE THAN uy 
ORDINARY WORK Oo 

BECKER-HECKMAN CO. 


29 E. Madison St. CHICAGO, ILL. 
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Wm.E ScHuMER®é Son, INC. 
DIAMOND CUTTERS 
44 Wiceins Biock, Cincinnart,.On10 














Complete Line of 


GENUINE BOHEMIAN 


GARNET JEWELRY 


HENRY KLAAS CO. 
58 E. Washington St. Chicago 








CENTRAL WATCH Co. 

WATCH REPAIRING FOR THE TRADE 

Best Workmanship at Lowest Prices 
Prompt Service 

5 South Wabash Ave. CHICAGO, ILL. 











Give Your Windows 
A Look of 
QUALITY 
With New 

VALANCES 


Send Glass Sizes for 
Samples and Designs. 


Camden and 
160 N. Wells St. 
CHICAGO 








CHICAGO: 


Jewelry News Flashes from the Great Central West 


Wm. Penfold, well known manufactur- 
ers representative, was called to Buffalo, 
N. Y. last month because of the death of 
his mother, who was 89 years of age. 


Elmer Collins, of Collins & Co., Spring- 
field, Ill., spent about two weeks in Chi- 
cago during February on a sort of vaca- 
tion visiting with his brother and calling 
on wholesale houses. 


On the afternoon of Feb. 8, while the 
family were away, burglars entered the 
home of Emil Noel, 7636 Essex Ave., 
and carried away all of their silver and 
some jewelry. 


Russel R. Mang, for some time asso- 
ciated with the A. G. Roling store in 
Chicago, purchased his opening stock 
here last month and is opening a new 
jewelry and gift shop in Belvidere, III. 


Frank Holdsworth, of McGeachie & 
Holdsworth, Calgary, Alberta, Canada, 
included Chicago on his itinerary last 
month which included New York and 
eastern cities and Toronto, where he at- 
tended a convention of members of the 
trade. 


Henry Paulson, of Henry Paulson & 
Co., left Chicago on Feb. 14 to attend 
the Western States Jewelry Trades Show 
at the Biltmore Hotel in Los Angeles on 
Feb. 18-20. He expected to take in some 
of the sights on the Coast before re- 
turning. 


George Michalka, for many years asso- 
ciated with the American Silver Co., 
Chicago office, resigned recently and has 
accepted a position as traveling repre- 
sentative for Benj. Allen & Co. He will 
represent them in Iowa, Nebraska and 
Kansas. 


Jesse McEntee, Oklahoma City; H. E. 
Holloway, Lenark, IIl.; Walter J. Yenny, 
East Pittsburgh, Pa.; W. E. Elam, Aus- 
tin, Minn.; Erick Andersen, Burlington, 
Iowa, and Frank E. Goodale, Eagle 
Grove, Iowa, were among the retailers 
visiting Chicago last month. 


Arthur Care, of E. W. Reynolds & Co.; 
Charles Moore, of Moore-DeGrazier Co. ; 
George Edwards, Edwards, Ludwig, 
Fuller Jewelry Co., and Lloyd Pattee, 
S. Clausin & Co., visited in Chicago as 
they returned from Washington, D. C., 
where a committee of wholesalers at- 
tended a Code hearing last month. 


Mrs. Jacobson, relict of Fred Horace 
Jacobson, well known in Chicago through 
many years as watch case and jewelry 
manufacturer, died at her home, 6506 
Drexel Boulevard, on Feb. 12 at the age 
of 74. She is survived by a son, John D., 
representative for Benj. Allen & Co., in 
Michigan, and a daughter, Mrs. Byron 
A. Tucker, whose husband is a well 
known designer of fine platinum jewelry. 


Fred M. Gottlieb of Frederick M. 
Gottlieb & Co., sailed for European dia- 


(Turn to page 127) 
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A. E. Phone: Central 5400 


KRAUSE 
& CO. 


RELIABLE WATCH REPAIRING 
37 South Wabash Ave. CHICAGO 








QUAST & OLSEN 


Manufacturers of Wedding Rings 
and Mountings 

Send your jewelry repairing, diamond set- 

ting, special order work to us. First class 

workmanship, prompt service guaranteed. 


5 South Wabash Ave., Chicago, Ill, 














YOUR COMPANY'S RECORD 
IN THE FIVE DEPRESSION YEARS 
1930-1934 


Returned to Policyholders as— 

Dividends or Savings on Premiums $239,304.36 
Paid Policyholders for Losses.... 222,476.11 
Increased its Assets by......... 34,150.44 


WE ARE PROUD OF THIS SHOWING 


NATIONAL JEWELERS MUTUAL 
FIRE INSURANCE COMPANY 
NEENAH, WISCONSIN 











0] pete) Bp 
SILVER 


and 


PLATINUM 


in JEWELRY, SCRAP, 
POLISHINGS or SWEEPINGS 


Kilgallon solicits your old jew- 
elry, watch cases, spectacle 
frames and dental appliances, 
also your grindings and sweeps, 
and offers you greater profits on 
these. 


Send us a trial shipment. We 
pay highest prices and will send 
a check the same day we receive 
shipment, meanwhile holding it 
for your approval. You will be 
pleased with Kilgallon’s service. 


KILGALLON & CO. 
31 N. State St., Chicago, Il. 
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Chicago Notes 
(From page 126) 


mond markets Feb. 2, on the Rex. He 
intended to land at Nice, and go to Hol- 
land from there by rail. Mr. Gottlieb ex- 
pects to return to Chicago about the mid- 
dle of March. 


E. M. Oehmichen has recently opened 
offices in suite 1508 at 6 N. Michigan 
Ave., for the importation and distribu- 
tion of several European lines. Among 
them are the Kienzle Clock Co., General 
Watch Co., Juvenia Watch Co. and the 
Royal Saxon China Mfg. Co. Associated 
with him as_ representative is Wm. 
McKee, well known in this territory 
through his many years of watch manu- 
facturers and distributors representation. 


On Feb. 7, Emil Braude & Sons, whole- 
salers at 29 E. Madison St., suffered a 
loss of about $1,500 through the robbery 
of one of their salesmen. Roy Jovin was 
making his regular calls on that day and 
was returning to his car after transact- 
ing business with O. M. Nording Jewelry 
Co., 218 W. Chicago Ave., when another 
car came alongside of his car and parked 
in front. One of the two men in the car 
jumped out, pressed a revolver against 
Jovin’s ribs and compelled him to hand 
over the cases he was carrying. Warn- 
ing Jovin to make no outcry the bandits 
jumped back into their car and sped 
away. 


After being held up three times in re- 
cent years John Berg keeps guns at ad- 
vantageous places in his store at 3408 
W. North Ave., and frustrated the at- 
tempted fourth holdup on the evening 
of Jan. 29. He and a friend were in 
the rear room of the store that night 
when a man entered and shouted for 
them to remain quiet as it was a holdup. 
Under cover of a curtain Mr. Berg seized 
a shotgun and fired through the curtain. 
There were curses and shots and sounds 
of a man in flight. Investigating Berg 
found the bandit had fired shots through 
show cases in flight and left a trail of 
blood. Two years ago after Mr. Berg 


Stone Grinding Mill 
and Fine Lapidary Work 


LUDWIG MAYER 
Idar-Oberstein I, Germany 


Precious, semiprecious & synthetic 
stones, agates, cameos & intaglios. 








Where to Buy 


DOMESTIC 
- China and Glass 


fo 


LENOX 
LENOX, INC. 








LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 
Trenton, N. J. 
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and his wife had been bound and robbed 
he freed himself and gave chase captur- 
ing the bandit who is now serving time. 


On Feb. 13 in the Grey Room of the 
Hotel Sherman the jewelers of Chicago 
gave a luncheon in honor of Wm. McNeil, 
president of the American National Re- 
tail Jewelers Association and Chairman 
of the National Retail Jewelry Code 
Authority, who visited the city enroute 
to the Pacific Coast in the interest of 
both organizations. About 50 representa- 
tive jewelers were present and after an 
introduction by Charles Baumrucker, of 
the local Code Authority, Mr. McNeil 
explained the workings of the Code, its 








Beware of fradulent subscription 
agents. Place your subscriptions to 
JEWELERS’ CIRCULAR-KEYSTONE 
with no one unless he can show a 
letter of authority written on our 
letterhead. 








ame 


successes and deficiencies, stressing re- 
cent amendments. He also stated that the 
1935 A.N.R.J.A. convention would be 
held in New York, probably starting Aug. 
26 at the Pennsylvania Hotel. He spoke 
briefly of a proposed plan for a national 
publicity campaign submitted by June 
Hamilton Rhodes, Inc., of New York City, 
the cost of which will be about $25,000 
a year, and stated that he hoped to have 
some definite announcements later. 





G. A. Zimmerman 


CINCINNATI, OHIO, Feb. 23—G. A. 
Zimmerman, for many years a resident 
of Newport and Southgate, Ky., died 
yesterday afternoon at the home of his 
daughter, Mrs. J. R. Ardit, 3343 Lookout 
Drive, Hyde Park. His wife, the late 
Dr. Carolyn E. Zimmerman, also was a 
lifelong resident of Newport and South- 
gate. 

Seventy years ago Mr. Zimmerman 
came with his parents from Switzerland 
to Newport, where he since had lived 
until moving to Southgate several years 
ago. He was 79 years old. 

For more than 50 years Mr. Zimmer- 
man conducted a jewelry store at 215 
Broadway, this city. 

Grief over the death last November 
of a granddaughter, Carolyn Ardit, a 
senior in Newport High School, hastened 
his death, relatives said. 

Besides his daughter, Mr. Zimmerman 
is survived by two sisters, a grandson 
and a nephew. 

Services will be held at 2 o’clock Mon- 
day afternoon at the Charles A. Smith 
Sons funeral home, 408 Monmouth St., 
Newport. Burial will be in Evergreen 
Cemetery. ~* 





Platinum Market 


Platinum prices, as of Feb. 25, 1935, were 
officially quoted as: 


ON oe incttinionhnsnavecieeeiee wean $33.00 
Containing 5% Iridium .............. 34.00 
Containing 10% Iridium .............. 5.00 
rrr 50.00-55.00 
PE, Swarvcyediewacense we 24.00-25.00 





Where to Buy 
IMPORTED 
China and Glass 








EDWARD BOO 


ROYAL CAULDON and COALPORT 


China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 


GIBSON & SONS TEAPOTS 


35-37 W. 23rd ST., 
NEW YORK, N. Y. 





SHORT LINES—SERVICE PLATES 


Dinnerware from the 


Heinrich & Co. and 
Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. New York, N. Y. 





FINEST CRYSTAL 
STEMWARE 


From Sweden and Fintand 


AT POPULAR PRICES 


Stock and Import 


J.H. VENON, Inc. view von 
THEODORE HAVILAND 


FINE FRENCH CHINA 
BOOTHS, LTD. 
JOHN MADDOCK & SONS 

English Earthenware 
PEARLCRAFT POTTERY 





All in New York Stock 
THEODORE HAVILAND & oo Ime. 
26 W. 23rd St. New York 











ROYAL BEYREUTH CHINA 
MYOTT SON & CO. 


L. BERNARDAUD & CO. 
i a 


JUSTIN THARAUD, INC. 
129-131 Fifth Ave., New York, N. Y. 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
160 Fifth Avenue, New York City 

















ROYAL DOULTON 
English Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 


The original production 


WM. S. PITCAIRN CORPORATION 
104 Fifth Ave. New York, N. Y. 


"Rene thoe 


Famous the World Over 
Available from New York Stoeks 
ROSENTHAL CHINA CORP.., 149 5th Ave.,New York 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


In stock for immediate delivery. Great 
variety of patterns and d 
Wire your urgent 3. 


PAUL A. STRAUB & CO., Inc. 
Importers. 105-107 Fifth Ave., New York 





CHINA 



























FREES This Attractive Colored Display Card 


With an order for | Gross Crystals—Thru your Jobber 



























ee 4: ig 
* 4 
IG \ 


Ce 
CLD GOED 
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we RECOMMEND 


FEDERAL 
Watch Crystals 


RECEIVED HIGHEST AWARDS 






by American 
Craftsmen 
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People pr i ; 
ple prefer to deal with the Beautify your watch with Glass Crystal 
established jeweler. Inform Manufacturers of Crystals for American and Canadian Cases 
= Medium Thick Somes ——.-. Sebac ater aeeew' rt: dozen 
the public that you PAY aeeaas eh Oreatal Ulout or Colored........ 2.50 “ 
: " . Double Thick Military Crystal Clear or ome « 
CASH for their obsolete jew- SONOS +++ eee Gtied in at hours. ellie 
You can refill your cabinet with FEDERAL crystals without 
elry, silver, etc. H t PAYS. changing your present system. Write for full information. 


JOBBERS: Ask about our special proposition ! 


Ae, 


FAILURE TO DO SO PERMITS 
the itinerant gold buyer to 
comb the territory and gather 











129 FULTON 8ST, NEW YORK 





up the better items at their 


own price. 37 Years of 
Refining Service 


YOU RENDER A REAL SERVICE 
ae: Precious metals to 
when you solicit old gold. We meet requirements of 
‘| jewelry manufactur- 
have made a survey and know one. 


there is a lot of old gold to be 


bought. Producers of 


GO AFTER IT FORCIBLY! <= GOLD-SILVER 
You make friends, customers j METURKS Fs PLATINUM 
and a fair margin of profit. Sui Fah and their 


SWEEPINGS. alloys .. é 


&C., 





Ship to us 
For prompt, satisfactory returns 














DEE: Co. 
iia HAGSTOZ « son 


(Arthur T. Hagstoz) REFINERS and ASSAYERS 
709 Sansom St. 


PHILADELPHIA 
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WHAT TIME IS IT? 


HOROLOGICAL 





DEPARTMENT 


9 


By Marvin M. Walters 





SUPPOSE that the above question is asked oftener 
than any other in this fast-moving world. It is literally 
upon the tongues of millions. It may be that one person 
will ask that question a dozen times in a single day. 
There is something back of the question. That constant 
relation that we earthly mortals have with the hours and 
minutes of the day shows how important time-keeping is 
to all of us, and how heavy drag the hours, or perchance 
it may mean how eager we are at times to get aboard of 
another express and move toward some other enterprise. 
The correct time of day is carried by but few in any 
community. All this notwithstanding the fact of “Cor- 
rected time every hour” and the many other announce- 
ments of “Correct time.” ‘Try to keep up with the crowd 
in the matter of correct time and you will be made aware 
of the difficulties attaching to it. If one has a really good 
watch, or clock, that actually tells him just “exactly 
what time it is,” he should be a happy man. 

I would rather have a fine time-keeping watch about 
me than the best automobile that ever was. I like the 
correct time, and I admire an accurate timepiece. It 
seems to me even rather low-bred when someone pulls 


out a watch that he thinks little enough of to allow it to - 


run down every other day. 
I like exact time and will forget a good many other 
wants to get it. 
There are five essentials in a watch for correct time- 
keeping. 
A Goop WatcH 


It is impossible to hope for correct time without a good 
timekeeper. A poorly designed, coarsely built, falsely ad- 
justed timepiece is impossible for good time. By a good 
timekeeper I mean one, big or little, that has the proper 
mechanical principles in power, release of power, escape- 
ment, and bearings, capable of uniform release of power 
through, let us say, a period of some 36 hours at least, 
so that the fluctuation of the process will be so little as to 
reduce error to the very limit. 
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In all timepieces it means a proper power unit, spring 
or gravity system, in which the “pull” will be continuous 
and steady for the required time. Any portable timepiece 
made for more than 36 hours’ running is not very accu- 
rate, although we must. give credit for the time-keeping 
qualities of good eight-day clocks. We think of watches 
and clocks that derive power from either spring or weight, 
and release escapement by means of smooth-cut step-down 
mechanism. In watches that are to be carried, adjustment 
to position is important. This is accomplished in many 
ways; chief of these, of course, is that of “friction-lessen- 
ing bearings” and end rests, such as the end stones of the 
balance, by which position error is minimized. Weather, 
heat and cold, expansion and contraction of materials 
varying the balance motions, are to be highly considered. 
Balance poise is another very great poifit in good time- 
keeping. 

Now it takes a timekeeper both well designed and well 
made to provide correct time for its owner. But no mat- 
ter how good the timepiece is it may be damaged so as to 
be inaccurate. 

The ordinary displacement of weight, positional dif- 
ferential in the pocket or upon the wrist, is overcome 
somewhat by the use of hard, smooth bearings, called 
“Jewels.” Of course, the path of power must be clear, 
inasmuch as the power, diminished along with ever-in- 
creasing speed of the gearing, from barrel to escape-wheel, 
so as to have the-short spring serve for a long day, is 
sensitive to the slightest interference; hardening of oils 
and the intake of dust, lint, or other foreign matter. But 
we repeat, the very first requirement for good timekeep- 
ing is to have a well-built timekeeper. Many good time- 
pieces are made in America, some abroad. If you are 
fortunate enough to get a good one, value it highly. 


MotsturE-Proor CAseEs 


Many screws, springs, and other watch parts are made 
of steel and are very sensitive to moisture and acid vapors 









VIF 


WATCH GLASS ASSORTMENTS IN 

MAHOGANY FINISH CABINETS, 

CONTAINING ONLY THE BEST AND 

MOST USED SIZES FOR BRACELET AND 
POCKET WATCHES 




















WHICH OF THE FOLLOWING IS THE MOST 
SUITABLE FOR YOUR REQUIREMENTS? 














CABINET HAS EXTRA COMPARTMENT FOR SIZE 19 









ASSORTMENTS OF 3 1/3 GROSS COMPLETE 
WITH CABINET: 

$24.00 LENTILLES 
28.00 LENT. CHEVES 







MI-CONCAVES 
MI-EMPS 


$53.34 
58.34 





ORDER THROUGH YOUR JOBBER AND 
BE SURE TO SPECIFY 


VIF 


HAMMEL, RIGLANDER & CO., INC. 


EXCLUSIVE WHOLESALE DISTRIBUTORS 
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L. LELONG & Bro., Ine. 


Refiners and Sweep Smelters 


Scientifically accurate tests are 


made by Lelong’s skilled metallur. Serving 
gists, the Trade 
77 Years 


Individual old gold, silver and 
platinum shipments 
from retail jewelers 
are accurately tested. 
A check is immediately 
sent for full value of 
the shipment. Thou- 
sands of satisfied cus- 
tomers in U. S. and 
foreign countries. Send 
us your next shipment. 
You'll be one of our 
pleased customers! 








pts mm —- mnnudpstustng 
ewelers and silversmiths, floor 
and bench sweepings, filings, S%Ge per Ks. 
polishings, water residue, old per dwt. for 
scrap, etc., for refining, at our old gold 
modern equipped plant. jowelzy 
Refining is our specialty. We 
need no introduction. We to die 
per oz. for 
sterling 
silver 
L. Lelong & Bro., Inc. 
‘ 50c to $2.00 
Refiners, Assayers, Metallurgists ont on tee 
Halsey, Marshall & Nevada Sts. gold filled 
Newark, New Jersey iad 



































OLD 
JEWELRY 


ACCURATELY 
REFINED OR 
ESTIMATED 







Prompt Returns by 
check or money order 


SPYCO 


Smelting and Refining Co. 


Minneapolis, Minn. 
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that rust and corrode and impede their action. We have 
never built a perfectly moisture-proof watch or clock. 
The winding and setting parts naturally require slight 
openings in the case, and let in not only dust particles but 
some moisture. The gasket-fitted stem has gone a long 
way in the right direction, but in wrist watches, designers 
have mostly left this off. The “packed pendant” has not 


gone very far. 
Non-Macnetic MovEMENTS 


The third requirement of good timekeeping is to avoid 
the ever-growing electromagnetic interference. Nearly 
everything that we use about the house is electrically pow- 
ered; and this is almost certain to reach acting parts of 
the watch and set up within the ensemble magnetic inter- 
ference, the “crazy action” that varies time hour by hour 
and makes accuracy impossible. While this magnetism 
can be rather easily removed in most cases by simply pass- 
ing the entire movement through a hollow coil of wire 
carrying an alternating current, there are cases wherein 
the difficulty is great—in which each part must be de- 
magnetized separately from the others. 


CLEANING AND OILING 


It is impossible for a watch to keep time if it is not 
clean, and if the action of the parts is obstructed by thick- 
ened oil and foreign dirt; and just as impossible to keep 
time if the parts are unoiled and sliding upon dry surfaces. 
It may be ever so slight, and hidden away under the shoul- 
ders of the pivot, but if the gummy oil or the atmospheric 
dust which the oil collects is there, then the watch will 
go “off” in its timekeeping qualities. Beware of the use 
of chalk, or any cleaning liquids that may hasten the 
thickening of the oil. I have followed too many chalk- 
users not to understand the deleterious effects of this 
material. If chalk is used at all, the bearings must be 
perfectly dry before it is applied. Some workmen use 
chalk to dry and polish the bearings, risking the chalk 
becoming embedded in the jewel holes and about the 
pivots. ‘This risk had better be avoided. How much oil 
to use? Use the smallest quantity of oil of one of the 
well-established good brands. Every part which acts 
with sliding friction is to be oiled, except the roller jewel 
and dial-train pivots. 

Some watchmakers argue that these parts should be 
oiled, and I, for one, would not object, provided they 
might carry infinitesimal films of oil and not enough to 
catch flying lint. I, of course, oil pallet-stones. 


A WE tt-Kept BALANCE 


Now I know there are other considerations, such as 
winding, setting, etc., but I will not include these in the 
five essentials. I assume regular winding and good care. 
The truth and poise of the balance of a watch is essential 
to-good time-keeping. The seven jewels of the balance 
and escapement must be free from cracks, made of good, 
non-checking materials, and the pivots must be straight, 
well tempered and highly polished. 

If these five essentials are well attended to, and if the 
user of the watch will just take ordinary care, then he may 
expect correct time within limits based upon the quality 
of his watch. 
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World’s Largest Clock 


7 world’s largest clock, with a total dial area nearly 
seven times as great as London’s “Big Ben,” is now 
being designed and constructed in Montreal and will be 
erected next summer at the top of a 60-foot steel tower, 
on the roof of the Dow Brew House, Notre Dame Street 
West, according to a statement issued by Kenneth T. 
Dawes, vice-president of The National Breweries, Lim- 
ited. 

This giant timepiece, which will be known as the “Dow 
Clock,” will be visible to all people in Montreal and the 
surrounding districts day and night, wherever a clear view 
can be obtained, and can be read at night at a distance of 
about ten miles. It will be brilliantly illuminated with a 
special Neon lighting system so that at every hour, day or 
night, all of Montreal and surrounding districts will be 
served by the “Dow Clock.” 

The Blick Time Recorders of Canada, Ltd., were 
awarded the contract for the “Dow Clock.” It will be 
controlled by a Pul-syn-etic master clock. Absolute ac- 
curate time will be further assured by its connection with 
the McGill University Observatory and by automatic 
check-up each half minute. 

Mr. Dawes also states that the entire clock, with the 
exception of the master clock, which comes from England, 
together with all steel framework for the tower, lighting 
equipment and all other parts of the structure will be 
made with Canadian materials by Canadian workmen. 

The “Dow Clock” will have three dials facing three 
ways, the diameter of each face being 60 ft., which is 42 
ft. larger than the big clock on the Ottawa Peace Tower. 
The immensity of this mammoth clock will be realized by 
the fact that the mechanism of the clock will weigh ap- 
proximately six tons. Nine thousand feet of Neon tubing, 
tons of other equipment and materials will be used in 
making and installing the clock. The distance on the dial 
between the minute marks will be 3.14 ft., and the space 
between the hour marks, 15 ft. Each of the three minute 
hands will be 30 ft. in length from center to tip and weigh 
2500 lb., the hour hand being 20 ft. in length and weigh- 
ing 1500 lb. As the minute hand is going around the 
dial each hour, it will travel a distance of 188 ft. In the 
course of the year it will travel 312.85 miles, or about the 
distance between Montreal and Toronto. 

It is also interesting that repairs or cleaning will be 
done without stopping the clock; also the hands will be 
able to support a man without interfering with the correct 
time. 

The clock will have a revolving pendulum weighing 
2400 lb. that can carry the weight of a man also without 
affecting the correct operation of the clock. 

Construction of the clock’s tower and other supports 
will commence immediately, and it is expected that the 
“Dow Clock’? will be in operation and giving dependable 
time to all Montrealers and visitors by Sept. 1, this year. 





New “Streamline” Elgin Railroader 


Taking its inspiration from the record-breaking streamlined 
trains now clicking over the rails, a new railroad pocket watch 
by Elgin is receiving much favorable comment from trade and 
public. Smart simplicity is the keynote of this striking new 
Elgin. The 10 karat natural gold filled case has bevelled side- 
wall contours. Lines of the swivel bow blend smoothly into the 
flowing design. The 21 jewel B. W. Raymond movement has 
eight adjustments, five to position. 
























12 Drawer 
Steel Cabinet 


with 2 gross. Lentille 
Chevees and 5 gross fancy 
crystals. Inserting Set 
included. 





SUC Round Lentille Chevees 





Complete for Only 
$70.00 


When ordering be_ sure 
to mention your jobber’s 
name. 




























The BEST “BUY”? in 
New York HOTELDOM 


Combination of everything 
you desire in a hotel at amaz- 
ingly low rates—perfect location 
in the heart of Times Square... 
adjacent to all theatres . . . New 
York’s newest hotel... extra 
large rooms — large closets — 
comfortable furnishings — wide 
windows assuring an abundance 
of light and air. 


1000 ROOMS 1000 BATHS 
1000 RADIOS 


Rooms from $2.50 a day 
Garage Opposite Hotel 


HOTEL EDISON 


47th Street just West of Broadway 


NEW YORK 
JOHN L. HORGAN, General Manager 














































DON’T LOSE 


Profitable Crystal Business 


Standard Unbreakable Watch Crystals, Inc. 
75 VARICK STREET, NEW YORK, N. Y. 


assortment in your possession, you can fit any watch. This durable steel 
cabinet has removable partitions, providing space for more crystals. 
tiresome hunting for a desired crystal is necessary. With the guides and 
numbering system shown in upper inset, you have the proper crystal on 
sight, at your fingertips. Lower inset shows inserting set. Send in your 


No 


order now and stop losing crystal business. SUC 
will furnish this assortment for a limited time at 


10% DOWN 


6 MONTHS 
TO PAY 


ORDER REFILLS FROM YOUR JOBBER 
ASK YOUR JOBBER FOR CAMERA-STYLE JEWELRY BOXES 
















Do you buy, sell or use gems 
and gem materials ? 


has an interest in gems and gem materials. 


factured stones. 


Kraus and Holden’s 


Second Edition 


Gems and Gem Materials 


By Epwarp Henry Kravs, Prof of Crystallography and 
Mineralogy and Director of the > Minevalenenl Laboratory, 
University of Michigan, and Epwarp HOLDEN, 


Instructor in Mineralogy, University of Michigan. 
260 pages, 6 x 9, 325 illustrations, $3.00 


of gems. 


veniently classified, handy for ready reference. 
Five Features of the New Gem Book 


Valuable statistics on production and occurrence. 
pa discussion of cutting and polishing of gems. 


ad ad 


discussions of artificial rubies and sapphires, glass imi- 
tations, bakelite, etc. 


properties. 
5. Summary Table for ready reference. 


Order your copy to-day from 
Jewelers’ Circular-Keystone 
239 W. 39th St., New York City 





This new book should be in the hands of everyone who 


It describes practically every important gem and gem 
material, classifies the materials according to various prop- 
erties, includes tables of comparative gem material charac- 
teristics and gives the latest available information on manu- 


The first part of the book discusses those properties which 
are necessary for an appreciative understanding of gems 
such as crystal forms, physical, optical and chemical prop- 
erties, formation, occurrence, cutting, polishing and naming 


The second port of the book contains reference tables of 
the various characteristics of gems and gem materials, con- 


ll treatment of manufactured stones, including detailed 


4. Numerous tables of gems arranged according to various 
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UPPOSE you were a stranger in your town and 

entered the store that you are now running, and you 
stepped up to one of your clerks to ask what it would 
cost to have your diamond reset; what general impres- 
sion would you be given? 

Would you get courteous treatment, a definite price as 
to the cost of repairs, and a time set when you could call 
for the finished work? Would you be asked if you had 
a few minutes to spare to look at some new pieces that 
the clerk had to offer? These are suggestive questions. 

Retail jewelers as a rule are not as careful in selecting 
and training clerks as they should be. This, even though 
they must entrust to employees an important part in 
their business—that of meeting the buying public and 
selling them. 

Retail store clerks, if not properly guided, watched, 
and instructed, are apt to become overbearing and snappy, 
and to show an indifferent attitude toward some of your 
customers. Because of their lack of training, they may 
become visibly impatient with the slower-minded cus- 
tomer, which tends to turn him away. 

You may call your clerk’s indifference an inborn lack 
of tact; but you will find many times that it is lack of 
proper training. How many jewelers will take time to 
sit down and talk shop or store problems with their 
employees? You say your help will learn too much about 
your affairs? They learn of them at any rate. One hour 
a week spent in sales talks and cooperation will net you 
unthought-of dividends. If you will only let your em- 
ployees feel that you are one of their fellow-workers, you 
will find it will create a deeper incentive to your em- 
ployees to be helpful, and will increase your business. 

How to get across to your employees how you would 
like to have them help you, without being misunderstood 
so that they might turn against you, is a question worthy 
of study. Let them see that after all it is the customers 
who come with their repairs and to buy who really pay 
employees’ salaries. If employees fail to please, gain, and 
hold the confidence of the buying public, they are the 
losers. 

Let your jeweler, watchmaker, engraver and diamond 
setter meet you with the clerks, so that they, too, can 


help the clerks with valuable suggestions from their long. 


experience in their respective lines. Place confidence in 
your employees and in their work. Let them feel this. 
They make mistakes; but let them see that mistakes can 
be kept to a minimum. 

Then there is an oft neglected point in even small busi- 
nesses that takes good psychology to solve: How to keep 
peace in the store family so there is no jealousy or favor- 
itism. Let employees openly settle petty differences. It 
will show them how little most of the differences are that 
upset business morale. Show them that unless they are 
all coordinating rightly the whole establishment suffers. 

Now to get down to making your repair department 
pay. If you adopt the few suggestions made in the fore- 
going part of this article it will have a telling effect not 
only on the business of your repair department but on 
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your general sales as well. Like any other part of your 
business, you must push your repair department by adver- 
tising it. Talk it up among your friends. Put at least three 
repair display windows in annually. Display shop equip- 
ment, casts of rings in the rough and finished, old jewelry 
made new, silverware replated or cleaned, designs of 
jewelry and how these are worked out in metals and 
stones; made-over wedding rings, and, above all, small 
signs naming the parts of the display and suggesting that 
those who read them step inside and get estimates on re- 
pairing, remodeling or designs made to meet their wishes. 

Such windows will attract attention. Don’t be afraid 
that they will lower the standard of your store or its 
dignity. Many people do not know that you do repair 
and make jewelry. Display in your store during these 
shop window displays a nice line of hand-wrought jewelry 
or silverware. Use newspaper ads calling attention to 
your window, and have your local radio station tell in 
a two-minute speech about the windows. Radio ad writ- 
ing is an art. Suggest to the radio ad writer the main 
points you want brought out, and let him do the rest. 
When you can, do the announcing yourself, as it lends 
prestige to your store when you say over the air: “Meet 
me Over my counter.” 

By proper coordination of newspaper, radio, and per- 
sonal advertising, every well-planned window display can 
be brought to the attention of the public, and will pay in 
additional repair business and new sales. Feature hand- 
wrought jewelry and special order work. 

A well-instructed store force can give exact prices on 
jewelry repairs. While the customers are waiting for 
estimates to be made by your jeweler, have the clerks 
show them new goods. Remember that to do the finest 
jewelry repairing, an expert jeweler must be employed 
whose work is worth good wages. The reputation of a 
jewelry store can be solidly built upon superior work by 
its repair department. 

If you cannot afford an expert jeweler, pick out one of 
the best trade repair shops and demand a high standard 
of work. The turnover may never be great, but if good 
repairing is constantly turned out, it will tell in time, and 
you will steadily gain in trade. When a customer cannot 
conveniently call for the finished work, establish a new 
system, that of mailing it insured C.O.D. This feature 
will please customers who delight in prompt service. 

Never turn down a job until you have exhausted every 
possibility of doing it, even if you must go outside your 
own shop for assistance. Be of service to your community 
and it will return the favor. There is a definite way to 
look upon EACH satisfied jewelry repair customer, and that 
is that all are prospective sales customers. When jewelry 
repair customers leave your store they should have a 
feeling that they are at all times welcome. Sales should 
be the ultimate outcome of the majority of repair cus- 
tomers’ visits to your store. Perhaps not during the show- 
ing of the goods but eventually, by planting in their 
minds the quality and prices of your goods. Then when 

(Turn to page 134) 
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Want 
SANDERS 


Manufacturers would 
not recommend us to 


their friends if they 
were not satisfied 
themselves. 


SWEEP 
SMELTERS 


BIRMINGHAM, ENG. 








SUDUTDNOUEDAUULANUUGEGAAUAUU AT EEAA EEDA 


MUGHAL TUNA 





Send us your 


OLD GOLD, SILVER, PLATINUM 


Gold Filled Cases, Optical Scrap, Etc. 
Prompt and accurate returns Guaranteed 
We are now paying 6%¢ per kt. 


4 Generations of Service 
N. L. SHTEINSHLEIFER smexrer « 


78 Bowery, New York City REFINER 








Save Oxygen! 


Send us your regulator for overhauling. 

Your savings will quickly repay our 

small charge. We’ll lend you one to use 
Ask about allowance 


meanwhile. 
toward getting new model. 


k Inc. 122 Fitth Ave., New York City 
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How to Make Your Jewelry Repair Department 
Pay 


(From page 133) 


they think of jewelry or silverware, they will come to 
you, a store where they feel at home, and where the 
clerks know their business and are courteous. 

Ask repair customers if they have a few minutes to 
look at something you think will interest them. Let them 
understand that they are under no obligation to buy, that 
showing new ideas in merchandise is part of your service, 
The clerks must be impressed by you that the reputation 
of the store and their own advancement depends upon 
their success in being serviceable and agreeable to cus- 
tomers. 

To do cheap work cheapens the store. People like to 
be pleased, and seldom think of the cost if the repairing 
of their personal treasures proves satisfactory. Everybody 
has a touch of sentiment. Cater to their sentiment and 
you win them at once. Romance is not dead. It lives 
with many pieces of jewelery in the hearts of the owners. 

Have your jeweler figure out on each repair job of any 
great amount exactly the time and material consumed, 
and the overhead, as part of your business management 
and good housekeeping. When a customer comes in 
with a worn-out prong mounting with a diamond in for 
repairs, try to sell one of the modern white gold or 
platinum mountings. Make a liberal allowance on the 
old mounting. 

Talk of the beauty in the modern mounting, longer 
wearing quality, and of the satisfaction of wearing jewelry 
up-to-date. Show mountings before you even talk of re- 
pairing the old mounting. Offer deferred payments if 
need be on a sale. If the customer insists upon having the 
old ring repaired do so, of course; but use tact in sales- 
suggestion, and you will be surprised at the increase in 
sales of new mountings and in new special order work 
for ydur repair department. 

Study how to promise the work so that it will be 
delivered when promised. Customers hate to make that 
extra trip to your store. They go where they get prompt 
as well as good service. 





Swiss Industries Fair Opens March 30 

According to an announcement made by the Consulate 
General of Switzerland in New York, the 19th annual 
Swiss Industries Fair will be held at Basle, permanent 
seat of the Fair, from March 30 to April 9. 

There will be eight special sections at the Fair this 
year: Watches, furniture, building material, office sup- 
plies, machine tools, packing, tourist publicity, and a 
fashion salon. ‘The exhibition will include silverware 
and jewelry. 


Clock Manufacturing Code Signed by N.R.A. 


WaAsHINGTON, D. C., Feb. 27—Announcement was 
made here this morning that the Code of Fair Compe- 
tition for the Clock Manufacturing Industry was signed 
by N.R.A. officials yesterday, bringing to a close delibera- 
tions which have lasted well over a year. The code will 
become effective on the third Monday after signing. 

A proposed code was submitted by the clock manufac- 
turing industry on Sept. 1, 1933, and a public hearing 
held at Washington, D. C. before Deputy Administrator 
R. B. Paddock on Jan. 24, 1934. 
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~-HOROLOGICAL QUESTIONNAIRE 


By 
LESTER B. PRATT 











(Continued from the February issue) 
OW shall we proceed to grind the hollow spindle 
true? 
Answer.—When we made the hollow spindle, shown 
at (B) in Fig. 1, it will be recalled that we bored a 
hole clear through the spindle. This hole was .300 in 
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diameter. We also bored a .370 hole for three-quarters 
of an inch. If we make a suitable mandrel to fit into 
these holes we will have a means of holding the hollow 
spindle while grinding it true on the outside diameter. 
This rod may be centered and should then be turned 
true on centers. About one-quarter of an inch of each 
end of the rod should be turned to the exact diameter 
to fit our largest wire chuck. Then we may hold either 
end in the wire chuck as required and be assured that 
it will run true. We may then turn the brass rod to fit 
the inside diameters of the hollow spindle, which are 
300 and .370. 

The mandrel must be turned to the proper diameters 
for a drive fit, as it must carry the hollow spindle while 
it is being ground true and there must be no perceptible 
side shake. 

Assuming that the hollow spindle is secured on the 
mandrel, then we may set our traverse grinder so that 
it will grind absolutely parallel, as in the case of the 
loose bearing. We shall place the mandrel with the hol- 
low spindle attached in the wire chuck and place the 
tailstock in the center hole of the mandrel. The threaded 
end of the spindle should be toward the tailstock. Then 
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we may proceed to take a light cut clear across the hollow 
spindle. Unless there is considerable metal to remove, we 
may do this grinding complete with our fine grinding 
wheel. As soon as a clean surface is ground we may 
gage this carefully with our micrometer calipers and 
observe that it is of uniform diameter throughout. 

The loose bearing (E) must fit freely over the spindle, 
with no perceptible side shake, and as soon as we are 
assured of uniform diameter in the spindle we may clean 
the spindle carefully and try the loose bearing for a fit. 
If we are able to grind the hollow spindle very fine and 
smooth, it will not be necessary to lap it to a fine fit, 
but it must be ground very accurately to obtain the 
proper fitting. 

Assuming that the loose bearing has been properly 
fitted to the hollow spindle, then we may reverse the 
mandrel in the lathe, which will place the head of the 
hollow spindle toward the tailstock. —Then we may set 
the slide rest to the 45 degree angle and proceed to grind 
the angle. When the angle grinding has been completed 
we may assemble the spindle bearing and loose bearing on 
the hollow spindle and judge if our work has been 
properly accomplished. Our next step will be to fit the 
pin or key in the loose bearing to engage the slot in the 
hollow spindle. The key should be fitted very carefully, 
so that it will not bind at any point. It will not be 
necessary to harden the key, but it must fit securely, so 
there will be no possibility of its ever working loose. 


OW shall we proceed to test the spindle to deter- 
mine if the bearings fit properly? 


Answer.—We may assemble the spindle and bearings 
and then place the split adjusting nut on the end of the 
spindle and adjust it so that the spindle bearing will turn 
freely on the spindle. When the proper fit is secured 
the 45 degree angles are in contact, but the hollow part 
of the spindle bearing does not touch the body of the 
spindle. 

While the spindle may turn freely in the bearings and 
apparently seems to fit properly, we cannot be sure that 
the 45 degree angles contact perfectly, and we must 
determine this point accurately. We may do such testing 
by applying a very small amount of soft rouge and suf- 
ficient oil to make a thick paste to each of the bearing 
angles. It will be assumed that we may still have the 
spindle on the mandrel and we may place the mandrel 
between the lathe centers and run it at high speed. 

(Turn to Page 145) 
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Comes complete all set up as shown and ready to begin work at once! 


Every machine on being completed is carefully tested for a half day or more under 
a strain much greater than it will ever be called upon to endure in actual service. It is 
then ready for you—it is shipped out all ready to begin work as soon as you receive it— 
it only being necessary to connect the electric wires to the motor. 

You can’t do polishing work efficiently or well with dust flying in your face—even a 
little dust, a very little, daily breathed constantly into your lungs is bound to affect 
the most robust in after years because it sticks there and accumulates day in and day out. 

Your present walls and ceiling if you have been polishing without a dust collector 
for any length of time will show you what your lungs will be like soon. 

So delay no longer! Act today! 


Without a dust collector you must 
breathe the dust! 


Dust being very light will naturally 
float in the air and no matter how 
careful you may be you can’t help 
but breathe it into your lungs when 
polishing—you must breathe the 
air, and the dust is there laden 
with sharp irritating metallic par- 
ticles from the metal article you 
polish. Needless to say this irri- 
tates the lungs and nasal passages, 
causing sickness sooner or later. 
Avoid it by using one of these con- 
venient, inexpensive dust collectors. 


umn POLISHING 
DUST COLLECTOR 


BROS. 
PATENTED 


Costs only a few cents a day for 
electricity! 


You only pay for electricity accord- 
ing to how much you use the ma- 
chine. The heavier you press on 
the buff the more current will be 
used, but heavy pressing means a 
shorter run, so it equalizes the ex- 
pense for current which even for 
the heaviest service rarely if ever 
exceeds a few cents daily. 


Thousands in use in all sections! 


Cleanliness of shop and person is no 
respecter of location and so we find 
these dust collectors in as wide use 
in the West as in the East, in the 
South as well as the North, because 
they do as they promise—keep the 
shop clean, protect the operator’s 
health, pay back their own cost and 
create an income for the owner 
where no income exists now. Surely 
reasons enough for the purchase of 
one of these highly valuable and 
surely necessary outfits. 


Free Catalog 7" 
ogi LEIMAN BROS, Inc, Sct 


Makers of good machinery for 45 years 


N’T BREATHE 
POLISHING DUST 


Pays for itself in the gold it saves! 


This irritating metallic dust has no 
business in your lungs—let this 
machine breathe it into the lungs 
provided for it. The strong air 
suction or current of air at each of 
the dust hoods draws this dust into 
the cloth. bags underneath the ma- 
chine where it is easily recovered, 
sent to the refiner, melted down 
and returned to you to pay the cost 
of your outlay first and an income 
to you ever after. 


Strongly built to last a lifetime! 


These machines are very heavily 
built not only for the purpose of 
lasting a lifetime but also to elimi- 
nate vibration, sound, etc., so that 
they may be used anywhere with- 
out disturbing customers or other 
workmen or neighbors. 


The largest factories find them 
long-lasting and so do the small 
shops and stores—and lasting many 
years they give the same smooth 
service every one of these y/ars. 





Conveniently arranged for quick work! 


No matter how little or much work 
you have to polish it should be done 
quickly and well—stores as well as 
workshops use these machines—they 
are so convenient, fitting into out- 
of-the-way corners, yet keeping all 
other corners of the premises free 
from dust and dirt that formerly 
were dusty and dirty. 
























New York City 


HOTEL PICCADILLY 


“AROUND THE CORNER FROM 69 THEATRES” 





A Few Blocks to the Mid-Town Jewelry District 


CHARMING ROOMS 


DAILY TARIFF FROM TWO-FIFTY 


GEORGIAN ROOM 


For Matinee Luncheon, Dinner, 


After- 


Theatre Supper. Dine, Dance, to 2 a.m.—to 


LARRIP?PS CONTINENTALS 


(Entertainment to 2 a.m. No Cover Charge) 


YE PICCADILLY GRILL 


With Wingy Mannone’s Brunswick Orch. 


SILVER LINING LOUNGE 


For those “Jewel” cocktails 


ASK FOR A 








24 FLOORS 


“Courtesy Identification Card’’ 


704 ROOMS 


45th STREET JUST WEST OF *IMES SQUARE 
PERSONAL DIRECTION OF: JOHN F. MURRAY 





























QUARTETTE 
OF STANDARD BOOKS 


OPHTHALMIC LENSES 


By ‘Bmsley and Swaine, distinguished English authorities. 
Dealing with theory and shop practice; 318 pages, 


numerous diagrams and useful tables; price $4.50. 4 
PRINCIPLES AND PRACTICE OF 
* PERIMETRY 
(Third edition, thoroughly revised) 
By Luther C. Peters 


A favorite text book for years; 280 pages, with dia- 
grams and colored plates; price, 


RECENT ADVANCES IN 
OPHTHALMOLOGY 


By W. Stewart Duke-Elder \ 


Telling of research work in Ophthalmology and as- 
sociated sciences; hence it has much of at least indirect 
interest to optometrists; 434 pages, well illustrated; 


price, $4.00. 


OPHTHALMOSCOPY, RETINOSCOPY 
AND REFRACTION 
By W. A. Fisher 
290 pages, profusely illustrated; price, $3.75 
Order from 
THE OPTICAL JOURNAL & REVIEW 
239 W. 39th St., New York 


$4.50. 
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WORKSEOP NCOIMES &- QUIERES 


NGRAVING. Please send me particulars for en- 
graving white metal goods. (Question No. 4914.) 
j. Bt. 

Answer—White metal goods are engraved the same 
as any other metals, except that they are soft and much 
easier to engrave. Any standard text book on engraving 
will give you full instructions. “The Art of Engraving” 
which was published by The Keystone is an excellent 
work. 


LIDE RULE. Please advise if you can make me a 

blue print of a No. 2 Moseley Boley Slide Rest. 
Please quote prices on both two and three slides. I live 
in one of the Government’s houses on the Tennessee Val- 
ley project, where the Norris Dam is being built. The 
Government has a training trades school and I am taking 
training on one of the nine-inch Atlas lathes. My teacher 


said if I get a blue print I can make a slide rest for my 
watchmaker’s lathe. (Question No. 4915.) J. W. A. 


Answer—We regret that we cannot supply blue print 
for a No. 2 Moseley Boley Slide Rest. We feel sure 
that you know that the blue print must be made from 
the original drawings. We doubt very much if any lathe 
manufacturer would supply either the drawings or blue 
print. As the Boley is an imported lathe, this further 
complicates matters. 


LOCK OIL. I use graphite oil on clock mainspring 
and always buy it prepared. I tried to mix it my- 
self with no success. Will you please tell me how? The 
graphite stays on top of the springs. (Question No. 4916.) 
A. A. B. 

Answer—We have repaired clocks for over 40 years; 
we have never been able to find anything that is better 
than first-class clock oil. We would suggest that you 
forget about graphite oil; good clock oil is much better 
and is much cheaper in the end. 


tae SETTING. Please advise what books you 
have for the teaching of stone setting and quote prices 
for same. We would want something up to date and 
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with instructions pertaining to all style mountings. (Ques- 
tion No. 4917.) B—J. C. 


Answer—We have no information of any up-to-date 
books on stone setting. Books that were published even 
ten years ago are out of date. Much up-to-date informa- 
tion has appeared in the trade journals in the past few 
years. This is your best source of information and we 
would suggest that you watch for such articles. 


EMOVING TARNISH. Please send us the correct 
formula for the preparation of Cyanide Potassium, 
which will actually remove tarnish from silverware. 


(Question No. 4918.) H. A. 


Answer—Forget about Potassium Cyanide. Use one 
ounce of sodium cyanide to one quart of water; make 
any amount you like. Cyanegg sodium cyanide is the best 
grade you can buy. Use a separate solution for gold ar- 
ticles and for silver articles. When they cease to work 
efficiently, discard them and make new solutions. 


ETTING JEWELS. I would like to know how to 
set an end stone (jewel), in setting so it will be flat 
or level. How to polish out the worn places on the sides 
of pallet stones. How to produce a high mirror finish 


on pinions and leaves, the way they. are when they leave 
the factory. (Question No. 4919.) J. H. 
Answer—Your questions cannot be answered fully in 
the space available. Briefly, jewel settings can only be 
accomplished satisfactorily with much experience. Pol- 
ishing worn places on pallet stones is not practical as a 
new pallet stone costs less than your time. Polishing 
pinions to a mirror finish is out unless you have special 
attachments. The Junior Watchmaker, by Gideon This- 
sell, Elgin, Ill., explains all of this work in detail. 


HODIUM PLATING. Would you kindly forward 

a formula for making Rhodium plating solution. 
(Question No. 4920.) C. A. B. 

Answer—The Rhodium plating solution is patented 

and we regret that we are unable to supply the formula. 




















You can be a 
successful plater !!! 


We guarantee to teach any Sal-Hyde* customer to 
do successful plating, either by demonstration or by 
correspondence. a de ace 


Sal-Hyde* solutions are stronger and will do many times 
the work of inferior imitations. Sal-Hyde* electro-plating 
lasts and gives permanent satisfaction. 

Ba * * 


Do not jeopardize your reputation; use Sal-Hyde* and 
sure. 


(SAL - HYDE ) 


TRADE MARK SEGISTERED U.S PATENT OFFICE 





is available in 
Rhodium—Gold in all colors—Silver 
Platinum—White Gold—Nickel—Bronze 
Copper 


Sal-Hyde* instructions are fool-proof. FREE—We will 
gladly mail you complete information and illustrated book- 
lets showing you how Sal-Hyde* is used with seven differ- 


ent types of plating outfits. 
tk ca od 


For 41 years Sal-Hyde* has been the recognized concen- 
trated electro-plating salts of quality. 
* cS He 


Demonstration rooms and laboratories at 


THE W. GREEN ELECTRIC CO. 
182 Broadway — New York 


Tel. COrtland 7-1156 (Entrance 2 John St.) 


Manufacturers of Polishing Motors, Plating 
Generators, Sal-Hyde* Electro-plating Salts 
and Platers’ Equipmen?. 


James L. Hand 


America’s Leading Jewelry 


Auctioneer 


14. Maiden Lane 
New York, N. Y. 


Phone, REctor 2-0677 
Cable Address, Hand-Sale, New York 


STRICTLY ETHICAL AUCTIONS 


Conducted for Jewelers 
Executors, Trustees, Receivers, Banks, Trust Companies, 
United States and Canadian Courts. NO STOCK TOO 
a OR TOO SMALL. Write for “HAND” book on 
Auctions. 


INQUIRIES TREATED CONFIDENTIALLY 























INWYES-O1“ 


The base of Nye’s Watch 
and Clock Oil is Porpoise 
Jaw Oil. There is no better 
starting point in the refining 
of fine Watch Oils. We 
Ci as. supervise every operation 
a | from “fish to  finish”— 
Bp WATCH me that’s why Nye’s Oil is abso- 
lutely dependable. 
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*“‘THE PATHWAY TO SUCCESS” 





WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


Dept. C Peoria, Ill. 











LITTLE WATCH FACTORY 


2 West 47th St., New York 
We SPECIALIZE IN WATCH REBUILDING 


Send us old, worn watches and old movements. They can 
be converted into an absolute salable condition. They will 
be repaired, fitted in latest designed sport oe with dials 
to match at reasonable prices, as low as $2. 














INTRODUCTION TO THE 


THEORY OF SPECTACLES 


By PROF. OTTO HENKER 
Valuable to practitioners and students of Optometry and Optics. 
Price $1.50 
THE OPTICAL JOURNAL & REVIEW 
239 West 39th St., New York 















Two Standard Books for 
Optometrists and Opticians 






By LIONEL LAURANCE 



















General and Practical Optics 
(Fourth edition, 327 pages) 









Visual Optics and Sight Testing 
(Third edition, 502 pages) 



















Price, $6 for Each Book 





OPTICAL JOURNAL & REVIEW 
239 West 39th Street 


New York City 
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ONVERSION FORMULAE. Can you give us 
the following information? 
The mathematical formula for converting watch move- 
ment sizes into mm. or inches. 
The formula for converting mm. or inches into watch 
movement sizes. 
Do you measure the dial side or the back side of the 
watch movement? 
The formula for converting ring sizes into mm. or 


inches. (Question No. 4921.) F. B. 


Answer—For example; an 0 size movement is | 5/30 
of an inch in diameter, as watch sizes are based on 30th 
of an inch. Each increase in size is therefore 1/30 of an 
inch. By the same token each decrease is 1/30 of an 
inch. Inches * 25.4 = mm. 

To convert mm. or inches into watch sizes, simply re- 
verse formula. 

Watch sizes are based on the diameter of the pillar 
plate. 

Ring gage sizes do not seem to be standard; one manu- 
facturer states that size 1 is 0.485 and size 13 is 0.877 
inches respectively and of course these sizes my be con- 
verted to mm. as above given. Your best plan will be to 
measure your own gage with a micrometer caliper. 


YSTERY CLOCK. Will you please answer a few 
questions on how to make a mystery clock or tell 
me where I can get instructions? Which is best, 18m 
or 16 size movements stem or key wind? How to fasten 
movement into the tin box. I know one nut must be held 
by cannon pinion and one by the hour wheel. How are 


they wound and set. (Question No. 4922.) W. H. H. 


Answer—There does not seem to be any work on the 
mystery clock that is available. Claudius Saunier de- 
scribed the clock, but we do not know where this book 
may be obtained; it has been out of print for years. 


OFT ENAMEL. Kindly give me formula for soft 
enamel to be applied on pins, cigarettes cases, vanity 
cases and toilet articles and can be polished with a buff. 


There is something that looks like celluloid and can be 
polished with a buff. (Question No. 4923.) G. J. A. 


Answer—Use Duco enamel, same as applied to auto- 
mobiles. It can be polished lightly with a buff if necessary, 
but if properly applied, it will not require much polishing. 


HODIUM PLATING EQUIPMENT. Kindly 
give us in detail the material, equipment and process 
used in Rhodium plating on silver and white gold. What 
make of equipment would you recommend. Can this 


same equipment be used for plating white gold and plati- 
num? (Question No. 4924.) L. H. P. 


Answer—Generator and rheostat that you use for gold 
and silver plating is all right for Rhodium plating. So- 
lution must be obtained from the patentees, who supply 
complete information for operation. It is very simple to 
operate. 


SIT SILVER? ‘We have a customer who has silver- 
plated knives and teaspoons. There is no trade mark on 
any of the pieces and the silver does not seem to be worn 
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off. The customer says that everything eaten with this 
silver has a metallic taste. We did not sell the silver but 
customer wants to know what causes it. It makes no 
difference whether food is hot or cold. (Question No. 


4925.) S. & G. 


Answer—From your description we feel that your 
knives and teaspoons must be made of pewter and not 
silver plated or sterling silver as they could not possibly 
have a metallic taste. If you wish to send us a sample we 
shall be pleased to advise you and return your piece by 
return mail. 


HODINIZING SILVER. May we ask if you have 
any information on rhodinizing silver? Is it the treat- 
ing of silver to make it untarnishable? (Question No. 


4926.) L. 


Answer—Referring to your question in regard to 
thodinizing silver please be advised that this is simply 
rhodium plating and may be produced by any of the 
regular methods. 


Executive Committee Meeting of H.I.A. Feb. 1 and 2 


WasHIncTon, D. C., Feb. 3—The Executive Com- 
mittee of the Horological Institute of America met at 
the Lee House on the evening of Feb. 1, and the morn- 
ing of Feb. 2. Those present were Messrs. Hufnagel, 
Ramsay, Donnelly, Bowman, Gould and Beehler, who 
was substituting for Mr. Beckwith. 

George Sheakley of Cleveland, Ohio, was elected to 
the advisory council to fill the unexpired term of W. H. 
Grafton, who died recently. This term runs until May, 
1935. 

The date of the annual meeting of the Institute was 
set for Monday, May 13, 1935, the meeting to be held in 
Washington, D. C., as usual. A dinner will follow the 
meeting. 

Discussion of some of the requirements of the examina- 
tion for the Junior and Certified Watchmakers grades 
brought out the fact that some revision seemed advisable. 
The certification committee was requested to consider 
revisions of these requirements. 

Communications regarding licensing of watchmakers 
were read. The executive committee favors the principle 
of licensing through examinations. In doing so, however, 
it feels that it is necessary that such examinations be con- 
ducted by a competent, non-political authority, if the 
license is to have any value. The question will be sub- 
mitted to the membership at its annual meeting in May. 

The question -was raised regarding the granting of a 
medal at the annual meeting for some horological inven- 
tion of merit during the year. Suggestions and records 
are to be accumulated by the secretary. The secretary, 
therefore, requests that all who have suggestions to make 
present them in writing, together with information as to 
the inventor and the merit of the particular development 
suggested. 

The finances of the Institute are in good condition, and 
the officers are working on a balanced budget and will 
continue to do so, insofar as they are able. 

















Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
ef the paper containing their adver- 
tisement. 

Special notice farms close 20th of 
month. 

Unless the advertiser instructs us to 
publish his name address, all 
answers will be directed care The 
Jewelers’ Circular. 

In answering ads, do not enclose 
eriginal letters of recommendations, 
send duplicates. 

To avoid unnecessary correspon- 
dence mention your location in the 

advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 


Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 








WATCHMAKER, 35; fine, capable experi- 
ence; quality reference. Address “A., 
2532,” care Jewelers’ Circular-Keystone. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished, no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7892, New York. 


EXPERT watchmaker, jeweler, engraver, 


diamond setter; South preferred; at 


once; state wages, when answering. 
a. T. Lambert, 1219 12th St., Augusta, 
a 





Al WATCHMAKER and manufacturing 
jeweler, 25 years’ experience; good ref- 
erences; state salary in first letter; 
can come at once. Address “E., 2476,’’ 
care Jewelers’ Circular-Keystone. 





POSITION as watchmaker, jeweler, en- 
graver, stone setter and salesman, also 
trim windows; formerly in business for 
self; 17 years’ experience. Address “G., 
2478,’’ care Jewelers’ Circular-Keystone. 





YOUNG MAN JEWELRY POLISHER, 
eight years’ experience on gold and 
platinum; willing to go anywhere. Ad- 
dress ‘‘A., 2583,’ care Jewelers’ Cir- 
cular-Keystone. 





Al WATCHMAKER and salesman, 11 
years’ experience; good estimator; best 
references as to ability and honesty. 
Address “P., 2578,’’ care Jewelers’ Cir- 
cular-Keystone. 





JEWELER AND DIAMOND SETTER, all 
around man, 33 years’ experience; ref- 
erences from first class concerns; will 
go anywhere. Address ‘“‘W., 2582,’’ care 
Jewelers’ Circular-Keystone. 





FIRST CLASS WATCHMAKER, A-1 
mechanic, 20 years’ experience, desires 
position New York or vicinity; salary 
$25. Address “F., 2563,” care Jewelers’ 
Circular-Keystone. 





COMBINATION engraver, jeweler, sales- 
man, open for change; 30 years’ ex- 
perience; first class and rapid; best 
reference. Address “B., 2554,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, 17 years’ experience on 
all grades of watches and clocks; age 
37; will go anywhere; best of refer- 
ences. Address “L., 2545,” care Jewel- 
ers’ Circular-Keystone. 





ENGRAVER, jewelry repairer, watch re- 
pairer, experienced; capable of taking 
full charge store; will work anywhere 
if steady. L. Pollard, 45 Morton Pl., 
Jersey City, N. J. 





WATCHMAKER WANTS POSITION; 
owing to the fact I have just graduated 
from school will consider cheaper wages. 
8S. H. Gergen, care Harden Drug Store, 
Pender, Neb. 





WATCHMAKER, Al mechanic with long 
experience, also engraver, desires per- 
manent position in Texas. Address ‘“‘J., 
2480,"’ care Jewelers’ Circular-Keystone. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, IIl. 





HUB-DIE CUTTER, artistic, accurate, 
also capable of making tools and wax 
models. Address ‘‘B., 2488,’’ care Jewel- 
ers’ Circular-Keystone. 





IF YOU HAVE the windows and mer- 
chandise, I’ll create the sales. Address 
“H., 2504,"’ care Jewelers’ Circular- 
Keystone. 





ENGRAVER, manufacturing jeweler, 
os worker and diamond setter; 
igh class references. Address ‘“V., 
2527,” care Jewelers’ Circular-Keystone. 





JEWELRY SALESMAN, retail, 20 years’ 
New York experience, desires position; 
excellent references. Address “‘G., 2502,” 
care Jewelers’ Circular-Keystone, 





QUALIFIED SALESMAN seeks position 
in better class store; age 31, single; a 
valuable man to the rght party; un- 
questionable reference. Address “P., 
2551,” care Jewelers’ Circular-Keystone. 





WATCHMAKER - JEWELER, Bowman 
graduate, experienced on all Swiss and 
American watches; available at once; 
South preferred but will go anywhere. 
Milton Bloomer, Mt. Vision, New York. 








FIRST CLASS jeweler and stone setter 
desires permanent position with retail 
store; capable of estimating work; 
South preferred. Address ‘‘O., 12,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER;; young man wishes posi- 
tion as assistant watchmaker in retail 
store; 21% years’ experience at bench 
under expert watchmakers. Joseph 
Fixman, 1804 Belmont Ave., New York. 





CLOCKMAKER, honest and accommodat- 
ing, 35 years’ experience on all makes 
of clocks and large watches, wishes 
position; make offer. Wolfberg, 611 
Northampton St., Easton, Pa. 





EXPERT ENGRAVER and -experienceg 
window dresser and salesman, carg 
writing and clock repairing; unques. 
tionable references; go anywhere, Aq. 
dress “B., 2533,” care Jewelers’ Cir. 
cular-Keystone. 








WATCHMAKER, experienced, desires po. 
sition in New York or Westchester 
County; age 26; accustomed to hi 
quality work and _ better_class trade, 
Address “Z., 2531,” care Jewelers’ Cir. 
cular-Keystone. 








YOUNG LADY, 10 years’ experience, fac. 
tory office, ring manufacturer, capable 
taking full charge stock, filling orders, 
repairs, weighing metals, etc. Address 
“A., 2559,” care Jewelers’ Circular-Key. 
stone. 








WATCHMAKER, and light jewelry re- 
pairing, wants position; age : 
years’ experience; willing worker; re- 
pair all kinds of watches; can furnish 
reference. Address “G., 2564,” care 
Jewelers’ Circular-Keystone. 





YOUNG MAN desires steady position as 
watchmaker; hard worker; references 
furnished; prefer South but will go 
anywhere; will start for $15 per week, 
Address “D., 2555,” care Jewelers’ Cir- 
cular-Keystone. 





CERTIFIED WATCHMAKER (H.1.A.), 
A 1 mechanic, German trained, mar- 
ried, 34 years old; permanent position; 
can take full charge of repair depart- 
ment; Ohio or vicinity. Address “E,, 
2556,” care Jewelers’ Circular-Keystone, 





COMPETENT WATCHMAKER, 36, 12 
years’ bench and general store exper- 
ience, can take charge of department or 
assist as needed; references; steady, 
dependable. Address “M., 2546,” care 
Jewelers’ Circular-Keystone. 





YOUNG LADY, over seven years’ experi- 
ence with outstanding ring manufac- 
turer, charge of factory office records; 
knowledge of weighing metal, etc.; 
pleasing personality. Address ‘“M., 
2548,” care Jewelers’ Circular-Keystone. 





VALUABLE RETAIL MAN, qualified for 
selling, estimating repairs, trimming 
windows, buying old gold, diamonds, 
ete.; New York or vicinity. Address 
“J., 2503,"" care Jewelers’ Circular-Key- 
stone. 





BOOKKEEPER-TYPIST, young woman, 
10 years’ varied experience in jewelry 
line, capable of taking full charge, 
manufacturing jewelers; excellent ref- 
erences. Address “E., 2500,’ care 
Jewelers’ Circular-Keystone. 





BOOKKEEPER, expert, highly efficient, 
thorough knowledge of credits, whole- 
salers and retailers; unquestionable ref- 
erences; former connections most out- 
standing. Address “Y., 2529,’ care 
Jewelers’ Circular-Keystone. 


YOUNG LADY bookkeeper, steno-typist, 
10 years in jewelry, knows business A 
to Z; gets things done right first time; 
100% office eeeer AAl1 references. 
Miss M. Lauterstein, 66 Featherbed 
Lane, Bronx, N. Y. 















JEWELER, DIAMOND SETTER, en- 
graver, wishes position; good all around; 
platinum orders and repairs; conscienti- 
ous, steady worker; best references; 
married. Address ‘‘T., 2580," care 
Jewelers’ Circular-Keystone. 





DON’T PASS THIS; capable retail sales- 
man, aggressive young man with excel- 
lent following, desires connection with 
reputable outfit in Manhattan. Address 
“‘H., 2570,’’ care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER, JEWELER, light en- 
graving, diamond setting, 15 years’ all 
around experience; highest salary no 
object; desires reliable position, any- 

where. Address ‘‘M., 2572,’’ care Jewel- 

ers’ Circular-Keystone. 
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|, = > 4 BOOKKEEPER-STENOGRAPHER, young 
SITUATIONS WANTE ontinued man, full charge office, executive ability, 


10 years’ experience largest silverware, 
diamond jewelry manufacturers; ex- 
pert advertising producer, correspon- 
dent. Address “‘I., 2518,’ care Jewelers’ 
Circular-Keystone. 








MAKER and jewelry repairer, 
ware desires position; best of refer- 
ences; certified junior watchmaker, 
aduate of Bowman Technical School. 
‘Address “‘V., 2496,” care Jewelers’ Cir- 
cular-Keystone. 





YOUNG MAN 21 YEARS OF AGE desires 
position as watchmaker, jeweler, stone 





YOUNG LADY, bookkeeper, stenographer, setter and engraver; will complete 
over ten years’ executive experience in course at Bradley April 30th; desires 
jewelry and watch trade; complete position in Texas; Houston or vicinity 
charge, correspondence and collections. preferred. Address “K., 2507,’ care 
Address ‘‘T., 2495,’’ care Jewelers’ Cir- Jewelers’ Circular-Keystone. 


cular-Keystone. 








COMBINATION watchmaker, jeweler, ATTENTION MR. JEWELER! Do you 
engraver, diamond setter, good all want a real ambitious live wire retail 
around; references; working at present jewelry salesman with 18 years’ experi- 
wish to make change; married, steady; ence, proven ability, best of references, 
consider job with future. Address “V., knows the business from A to Z? Will 
2581,” dare Jewelers’ Circular-Keystone. prove worthy of consideration; will go 


anywhere. Write ‘“S., 2516," care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, now employed, eight 
years’ experience, Bowman graduate, 
desires permanent position in California, 





Arizona or New Mexico; photo on re- JEWELER, 39, thoroughly experienced in 
quest. Address “‘F., 2477,”” care Jewelers’ fine handmade platinum die and semi- 
Circular-Keystone. die woik, able to create new attractive 


samples with selling appeal; can take 
— ‘ charge ee j 4 ex- 
XPERT WATCHMAKER, salesman, en- Sree aaa te eee” cae 
ae Po and stone setter: 30 years’ ex- Rapate = care Jewelers’ Circular 
perience in best stores; 12 years railroad ‘ 
watch inspection; best of references; 
Middle Me papal ne Ad- 
se . Yue e , i. 
Gress “D., 2498,” care Jewelers’ Cireular- | TRAVELING SALESMAN, 40, succesy- 
ful, contemplates change; personal 
acquaintance and following past 25 











DESIRE SALES POSITION, knowledge s Se 
diamonds, watches, can make repair years with all better jewelry and de- 
estimates; 20 years’ experience; mar- partment stores east of Mississippi; 
ried, 35 ae Fs ogy So too hard- results assured; reliable connection 
pone pg HR a a U_” Box 1194, only. Address “A., 2355,” care of 
Salisbury, N. C. Jewelers’ Circular-Keystone. 








SALESMAN DESIRES CHANGE; 15 H 
years’ selling experience, five years with MANAGER, CREDIT STORE, 18 years 


present ring house, covering New York experience retail jewelry industry, ex- 
City, Eastern territories; good follow- tending to every possible phase of retail 
ing, jobbers, department stores, better credit business, embracing _ selling, 
retail trade. Address “H., 2479,” care supervision of credits and collections, 
Jewelers’ Circular-Keystone. writing newspaper displays as well as 


creating new sales ideas, trimming ef- 
ee ne displays bee — 
. ng; ne references. ress “D., 

ee eee ae ee 2358,” care Jewelers’ Circular-Keystone. 
desires line of metal toilet sets or com- 
pacts covering Metropolitan district, 








New England, Philadelphia, Baltimore, EXPERT COMBINATION WORKMAN, 
Washington. John J. McGuirl, 1967 54th highest class watchmaker, good jeweler, 
St., Brooklyn, N. Y. engraver, diamond setter, efficient, ca- 


pable, thoroughly experienced; complete 
tool equipment; thoroughly familiar with 





MANUFACTURING JEWELER and set- every detail of the retail jewelry busi- 
ter, capable designing and making spe- ness, and can assist wherever needed; 
cial order and stock, platinum jewelry ; capable taking full charge of store or 
unquestionable character and ability, department; age 39, married, family; 
references; have own tools. Address completely satisfactory references. Ad- 
“N., 2549,” care Jewelers’ Circular-Key- dress ‘‘V., 2525,’”’ care Jewelers’ Circular- 
stone. Keystone. 








YOUNG MAN, 25, seven years’ inside ex- 
erience, Swiss watch importers, Amer- MASTER WATCHMAKER, equally 





ican atch jobbers, general knowledge efficient on clocks, specializes in 
ncluding order department, stock, pur- * . sos 
chasing, inside selling; excellent refer- making parts with factory P  rangpar 
ences. Address “C., 2535,” care Jewel- and finish, do jewelry repairing and 
ers’ Circular-Keystone. engraving, vast experience in all 
branches of the business, including 
MANAGER, INSTALMENT, 10 years’ railroad watch inspection and any 
experience, A-1 salesman; original win- bracelet watches, desires position at 
dow trimming | jideas ; acnecks — once, where fine workmanship is ap- 
care of collections, advertising sales 3 
promoting; college education; salary preciated. Address “J., 2543,” care 
secondary. Address “A., 2552,” care Jewelers’ Circular-Keystone. 


Jewelers’ Circular-Keystone. 





COMPETENT watchmaker, salesman, 30 
years old, 12 years’ experience at bench 


and showcase; as present employer is Lines Wanted. 


retiring desires employment in West- 


chester County or vicinity. Address es 
“W., 2528,” care Jewelers’ Circular- Minimum charge (25 words) $1.50 
Keystone. Additional words, 5 cents a word 





‘ 


POSITION, WATCHMAKER, 18 years’ 
experience, railroad, baguette, Swiss WELL ESTABLISHED Fifth Avenue, 











watches, clock, jewelry repairing; sales N. Y., firm handling emplematic special- 
ability, estimator; permanent; _refer- ties is open for one kindred line or pat- 
ences; married, age 35. Earl Kirmse, ent article for city wide distribution as 
411 South Sanborn, Mitchell, South manufacturers agent. Address “D., 
Dakota. 2536,”’ care Jewelers’ Circular-Keystone. 

















SALES ORGANIZATION with established 
trade wishes to represent, on commis- 
sion, manufacturer with line suitable 
for department, stationery and gift 
stores. Address “R., 2462,” care Jewel- 
ers’ Circular-Keystone. 





WHOLESALER of soweley, silverware and 
kindred lines will represent reputable 
out of town manufacturer in New York 
City, selling department stores, chains 
and buying offices. Address “F., 2501,” 
care Jewelers’ Circular-Keystone. 





SALESMAN having New York show room 
and office, now sellin department 
stores, credit houses, and retail jewel- 
ers, desires worth while line for above 
trade. Address “J., 2434,” care Jewel- 
ers’ Circular-Keystone. 








Side Lines. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WANTED, TRAVELING SALESMEN to 
carry sterling silver novelties and hol- 
lowware on commission basis. Address 
*“O., 2589,"" care Jewelers’ Circular- 
Keystone. 





SALESMAN, having following with job- 
bers, Middle West and South, to carry 
very fine line gold ring mountings as 
side line. Address ‘“‘J., 2571,” care 
Jewelers’ Circular-Keystone. 





SALESMAN calling on retail and whole- 
sale jewelers to carry leather watch 
straps, popular price, as side line. Ad- 
dress “‘B., 2466,” care Jewelers’ Circular- 
Keystone. 





SALESMAN to sell rosaries New York 
and vicinity; only those familiar with 
line apply; state full details. Address 
“H., 2542,” care Jewelers’ Circular- 
Keystone. 





SALESMAN, to carry a line of gold 
plated cigarette cases with leather 
panel, calling on department stores, 
jewelry and gift shops, on commission 
basis; state Les iy,” Address “C., 
2585,” care Jewelers’ Circular-Keystone. 





SALESMAN for popular priced line 
chains, rosaries, selling better retailers 
and department stores, Illinois, Indiana, 
South and West; commission; state 
full details. Address “G., 2541,” care 
Jewelers’ Circular-Keystone. 





SALESMAN WANTED to cover the coast; 
sterling silver hollowware line, popular 
priced, on commission basis; state ex- 
perience in selling sterling hollowware 
on the coast. Address “‘E., 2598,’’ care 
Jewelers’ Circular-Keystone. 





SALESMAN to carry well established 
line of hand wrought sterling jewelry 
and novelties, acquainted with depart- 
ment stores, jewelry and gift shop buy- 
ers; Middle West territories open ; com- 
mission basis; state experience and 
references. Address “Circular, 116,” 
Room 1205, Heyworth Bldg., Chicago. 





TRAVELING SALESMAN WANTED for 
the Middle-West and South, to repre- 
sent an established manufacturer of 
popular priced platinum mountings and 
mounted rings; only those who have 
sold platinum goods in the last few 
years need apply; kindly state in your 
first letter your past experience and 
connections. Address “F., 2540,” care 
Jewelers’ Circular-Keystone. 





(Continued on page 142) 
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SIDE LINES—Continued 








SALESMEN with a side line by a manu- 
facturer, for a beautiful and quick sell- 
ing line of wedding rings, mountings, 
emblems, in gold and platinum; terri- 
tory, Pennsylvania, Ohio and Indiana; 
must be well acquainted in every city in 
these three states; only a man of 
recognized ability who can sell need 
apply; some commission money to be 
advanced weekly: give information in 
detail when making first reply, other- 
wise letter will not be answered. Ad- 
dress “M., 2587,’ care Jewelers’ Cir- 
cular-Keystone. 





SALESMEN;; territory listed below open 
for men to carry, as side line, patented 
high grade, popular priced electric clocks 
plus new series spring-wound novelty 
clocks; intensive coverage (preferably 
by automobile) of jewelry, gift and de- 
partment store trade; straight commis- 
sion basis; representative for Greater 
New York and New Jersey; representa- 
tive out of St. Louis to cover Missouri, 


Southern Illinois, Kansas, Nebraska, 
Western Kentucky and Indiana; line 
exce'lent “sales opener’: only one of 


kind on market todav: write fully re- 
garding yourself, territory you cover. 
lines you carry. Address ‘‘A., 2591," 
care Jewelers’ Circular-Keystone. 








Help Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WANTED, engraver and assistant watch- 
maker; New York City vicinity. Ad- 
dress “K., 2544,” care Jewelers’ Cir- 
cular-Keystone. 





COMBINATION optometrist and watch- 
maker, Pennsylvania registration. Ad- 
dress ‘‘R., 2514,’ care Jewelers’ Cir- 
cular-Keystone. 





WANTED, WATCHMAKER who can do 
some jewelry or engraving work. Apply 

7 nee, 22 S. Main St., Wilkes-Barre, 
a. 


POLISHER WANTED, first class, old firm 
manufacturing jewelers, Minnesota, Ad- 
dress ‘‘N., 2511,” care Jewelers’ Cir- 
cular-Keystone. 





SALES CONDUCTOR, able to conduct 
successful jewelry sales or sell our ser- 
vice; profitable opportunity immediately. 
National Sales Service, 6651 Enright, St. 
Louis, Mo. 





WATCHMAKER, JEWELER and en- 
graver; state experience and reference; 
steady position; only first class me- 
chanics need apply. I. L. Brenner, Inc., 
120 E. Broad, Richmond, Va. 





WATCHMAKER;; permanent position for 
expert watchmaker; state age, experi- 
ence, and salary expected. Peoples 
oe Co., 310 St. Clair St., Toledo, 

oO. 





WANTED CREDIT MANAGER; 
age, experience, salary 
permanent position 
Apply ‘K., 2481,’’ 
cular-Keystone. 


state 
and references; 
in Pennsylvania. 
care Jewelers’ Cir- 





WANTED, very good watchmaker for 
work on fine hall clocks and also 
watches; state age, experience and ref- 
erences in first letter. Address ‘‘Indiana, 
2577,” care Jewelers’ Circular-Keystone. 











TO SELL Paulson Time Micrometers that 
give twenty-four hour rating in one 
minute’s time; a boon to the trade; New 
York City and other Eastern cities. 
Write Henry Paulson & Co., 37 S. 
Wabash Ave., Chicago, IIl. 





STONE SALESMAN; desire young man 
who has knowledge of stones, and sales- 
man ability; opportunity for right young 
man; write, stating age, reference. Ad- 
dress ‘‘O., 2576,’ care Jewelers’ Circular- 
Keystone. 


WATCHMAKER who can engrave and do 
jewelry work, watch work mainly; re- 
ply stating age, experience, salary; first 
class man only: large North Carolina 
city. Address “P., 2513,” care Jewelers’ 
Circular-Keystone, 





POSITION OPEN for competent watch- 
maker and jewelry repairer; must be 
reliable and willing to work for small 
salary to begin with; send references in 
first letter. Montgomery Jewelry & Loan 
Co., Montgomery, Alabama. 





WANTED AT ONCE, first class watch- 
maker, one who knows how to repair 
all good grades and times them closely; 
steady position to party who can qualify; 
full details in first letter. Fishel’s Jewel- 
ry Store, Sumter, S. C 


SALESMEN, to carry complete line of 
men’s chains for wholesalers on com- 
mission basis; state qualifications, give 
references and territory covered. Ad- 
dress ‘‘D., 2597,’’ care Jewelers’ Circular- 
Keystone. 





SALESMAN; several territories open to 
salesman with or without car; must 
have good following among department 
stores and well rated jewelers for a 
popular priced Swiss watch line of the 
latest designed styles. Address “B., 
2584,’’ care Jewelers’ Circular-Keystone. 





SALES REPRESENTATIVES of _re- 
sponsible standing to handle on straight 
commission a line of men’s billfolds and 
flat leather goods; this line has style 
and price; give full details and refer- 
ences in first letter. Leather City Prod- 
ucts Co., Salem, Mass. 





WANTED, SALESMEN to. represent 
standard well-known Swiss watch line, 
popular priced; many territories open ; 
straight commission basis, to men car- 
rying other non-conflicting lines; give 
full details first letter. Address “E., 
2537,” care Jewelers’ Circular-Keystone. 





MANUFACTURER. of exclusive gold line 
of gents’ and ladies’ mountings, wishes 
connection with high grade salesman for 
Middle West and South to wholesale 
trade; state full particulars in first 
letter. Address ‘‘T., 2526,’’ care Jewel- 
ers’ Circular-Keystone. 


SALESMAN WANTED to cover New 
England territory with manufacturer’s 
line of fine diamond mounted rings and 
wedding rings, as a side line on com- 
mission basis; state full particulars and 
references. Address ‘“D., 2499,’’ care 
Jewelers’ Circular-Keystone. 


EXPERIENCED CREDIT MANAGER, 
able to invest about $5,000 to $10,000, 
taking charge old. established credit 
jewelry store, Bronx, New York; won- 
derful location; will consider consolidat- 
ing with another unit. Address “P., 
2490,’’ care Jewelers’ Circular-Keystone. 











RING MAKER, experienced on gold and 
platinum ladies’ mountings, must have 
ability to make samples and assist fore- 
man; state age, experience and salary; 
excellent opportunity. Bardach and 
— 19 W. South St., Indianapolis, 
nd. 


SALESMAN to cover Utah, Colorado, 
Wyoming, Idaho, Montana and New 
Mexico, with "steep wholesale jewelry 
line and watches: one with experience 
and following in the above states pre- 
ferred. Address ‘‘C., 2471” care Jewelers’ 
Circular-Keystone. 





SALESMAN WANTED to cover South. 
ern territory below Washington, D, 
C., with well-known line of Swiss 
watches for the retail jewelers and 
department stores; experienced man 
with good following; commission 
basis; state territory covered. Ad. 
dress “‘N., 2575,” care Jewelers’ Cir- 
cular-Keystone. 





MANAGERS AND LOCATIONS; high 
grade watchmakers, certified preferred 
with unquestioned references and goo 
following, in your city as managers; 
city should be large enough to demand 
a stock of fifteen to twenty thousand 
dollars, high grade and medium priced 
merchandise ; would prefer men able to 
invest one to two thousand dollars in 
the business. “H. H.,” Room 506, Loew 
State Building, Los Angeles, Calif. 





YOUNG MAN — be a master watch. 
maker—not merely a “Screw Driver 
and Tweezer” mechanic; acquire 
ability, speed, skill and expert work- 
manship through practical job train- 
ing on actual watch work; write for 
free book and learn how; through 
our modern shop practice you can 
get this master training. Chicago 
School of Watchmaking, 641 Ash- 
land Block, Chicago, Illinois 





EXPERIENCED SALESMEN wanted for 
Eastern territory, including Pennsyl- 
vania, New York State, Greater New 
York City, Michigan, Wisconsin, Min- 
nesota, the Dakotas and far Northwest- 
ern States, California, Colorado, Utah, 
Montana, New Mexico, Arizona, to 
carry a side line of an exceptionally 
fine line of belt buckles of sterling, 
also leather belts, including the comfort 
belt Braxton on strictly commission 
basis of 15 per cent; manufacturer’s 
lines. Apply Box 1473, Cincinnati, Ohio. 


AMBITIOUS AND CAPABLE salesmen 
in various parts of the United States to 
represent us with our mounted diamond 
engagement and wedding ring line; only 
men with estab'ished territories and 
highly recommended will be considered; 
also prefer men who already have a line 
or two to work along with ours; this is 
one of the leading lines in the industry 
and profitable permanent connections 
can be made with the right men. Ad- 
dress “R., 2590,” care Jewelers’ Circular- 
Keystone. 








for Sale. 


Stores, Stocks and Businesses 
Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








A SMALL STOCK AND FIXTURES; 
main street, central location. E. Dy- 
mond, 217 24th St., St. Petersburg, Fla. 








FOR SALE, fully equipped shop for plat- 
inum manufacturing. Rental $25. I. 
Schlesinger, Room 505, 105 Fulton St., 
New York. 





MUST SELL IMMEDIATELY, well pay- 
ing jewelry-optical store, established 20 
years; $350 cash; big repair_business; 
rental cheap. Levine, 710 Bergenline 
Ave., West New York, N. J. 





JEWELRY AND OPTICAL STORE estab- 
lished 40 years in New York; death, 
reason for selling; cheap rent; pleasant 
living apartment. Address “J.B., 2522,’’ 
care Jewelers’ Circular-Keystone. 
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FOR SALE—Continued 


a os aes 
——————— 


a3LRY AND OPTICAL STORE es- 
JEW shed 1877; reduced stock, good 
fixtures, good repair trade; railroad 
watch inspector; small investment, 
quick eash sale. T. B. Alexander, 
Batesville, Ark. 





R OLD established jewelry busi- 
= for sale; in Eastern New York 
manufacturing town of 3000 population, 
(factories all running full time) ; stock 
and fixtures inventoried January Ist, 
$11,000; stock is clean and up-to-date, 
fixtures are birch, mahogany and like 
new; repair work alone in 1934 was 
$2,300; am retiring from business and 
will reduce stock to suit purchaser ; only 
those who mean business need reply; 
no auctioneers. Address “K., 2347,” 
care Jewelers’ Circular-Keystone. 








For Sale. 


Tools, Equipments, Merchandise 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











DO YOUR HANDS SWEAT? If you are 
troubled with perspiration stains on 
tools etc., write Box 144, LaCrosse, Wis. 





ARE YOU TROUBLED with perspiration, 
hands that sweat? Guaranteed remedy. 
Write Box 144, LaCrosse, Wis. 





QUANTITY of unused grey flannel flat- 
ware rolls, available because of change 
in style. Black, Starr & Frost-Gorham, 
5th Ave. and 48th St., New York. 





FOR SALE, single drawer, electric Na- 
tional cash register with 18 totals, with 
daily audit sheets, also slip certifier. 
Address Box 656, Scottsbluff, Nebr. 





VERY FINE mahogany or oak jewelry 
store fixtures, three sets, will sell cheap; 
terms if desired; also safes and trays. 
O. Korber, Portland, Oregon. 





FOR SALE, K.K. crystal cabinet, round 
crystal cabinet, staff and jewel cabinet, 
findings, watch tools; write needs. Box 
1602, El Paso, Texas. 


WATCHMAKER, write today for free 
circular on the new book, ‘‘Modern 
Methods in Watch Adjusting.’ Harold 
Kelly, E1009 33rd Ave., Spokane, Wash. 





SHOWCASES FOR SALE; number of 
fine jewelers cases to dispose of, also 
polishing lathe, etc.; Brooklyn, 
Address “F., 2594,” care Jewelers’ 
Circular-Keystone. 





WATCHMAKER’S tools in excellent con- 
dition, watch materials, for sale cheaply; 
information given upon inquiry. “E.R. 
M.,’’ 131 South Main St., High Point, 
North Carolina. 





BURGLAR PROOF SAFES, former! 
owned by The Wendel’s, 5th Ave. 
39th St., New York. Acme Safe Co., 42 
W. 29th St., New York. Telephone 
Bogardus 4-3252. 





NATIONAL CASH REGISTER Book- 
keeping Machine suitable for instal- 
ment jewelry, posts receipt, ledger card, 
balance, one operation, cost $2,400; 
will sacrifice. Kann’s, Roanoke, Va. 








SHOP EQUIPMENT, benches, polishing 
dust collectors, presses, dies, drop ham- 
mers, rolls, furnaces, scales, safes, bot- 
tom prices; favorable terms. Leiman 
Bros.. 152 Christie St., Newark, N. J., 
and 23 Walker St., New York. 


LONG ESTABLISHED credit jewelry 


store, Bronx, New York; wonderful loca- 
tion; will consider selling interest or 
consolidating with another unit. Ad- 
dress ‘‘R., 2491,’ care Jewelers’ Circular- 
Keystone. 





A CASE FOR EVERY MOVEMENT; spe- 
cial job lot of 64%L Illinois chrome cases, 
latest attractive numbers, 35 cents each; 
25 cents in dozen lots; see our display 
advertisements in this issue. Hudson 
Case Co., 80 Bowery, New York. 





AMERICAN REBUILT WATCHES, com- 
plete or movements 7 to 23 jewel, 
grades standard makes; we buy your 
surplus watches; check by return mail 
same day as received; get our prices on 
rebuilts. Klar & Winterman, 2310 Elm 
St., Dallas, Texas. 





NOW 50c. WHILE THEY LAST; atten- 
tion gold buyers; indispensable book 
on fine gold content, weights, values 
and comparison, instantly calculated ; 
also an aid to making out your Gov- 
ernment report. A. Ch. Reisz, Box 17, 
Baraboo, Wis. 





TRY US for your watch bracelet require- 
ments; we feature the latest designs of 
the most popular manufacturers at rea- 
sonable prices and assure quick service; 
job lots always on hand; exceptional 
buys in watch cases, dials and jewelry 
boxes. Craft Watch Co., 15 Maiden 
Lane, New York. 





FOR SALE, on a money-back guarantee, 
new discovery in watch crystal cement, 
for glass and unbreakable; easy to ap- 
ply. and the job is completed in three 
minutes; guaranteed to hold crystals 
permanently, even though fitted loose; 
will not shrink or peel off; it_is water- 
proof and makes the case dust-tight. 
Send fifty cents (not stamps) to W. 
Lang Bass, Drawer 498, Laurel, Miss. 





OLD OR INACTIVE PATTERNS; Butter- 
cup, Louis XV, Chesterfield, Lily, 
Baronial, Bridal Rose, Cambridge, 
Frontenac, Imperial Chrysanthemum, 
Tuileries, Imperial Queen, King Edward, 
Lancaster, Lily of the Valley, Luxem- 
bourg, Clermont, Norfolk, Pompadour, 
Watteau, Strasbourg, Richelieu, St. 
Dunstan, Olympian, Vine, Winthrop, 
Wave Edge, Chrysanthemum and 
others. Landgraf Co., 503 Park Ave., 
New York. 








Business Opportunities. 
Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 





EVERY EFFORT is made by The Jewelers’ 
Circular to keep its advertising columns 
clean. Advertisers under Business Oppor- 
tunities, etc., must furnish trade refer- 
ences. Announcements must pass the strict 
ane requirements of The Jewelers’ 
Circular. 











DO YOU WANT CASH for any part of 
your stock or stock and fixtures? Write 
or wire S. Siegel & Co., 718 Vine St., 
Cincinnati, Ohio. 





EDWARD R. TYLER, jewelry auctioneer, 
established 25 years, will buy complete 
jewelry stores; correspondence confi- 
dential Address 6237 Champlain Ave., 
Chicago, Ill. 





HIGHEST CASH PRICES PAID for dia- 
monds, watches, jewelry; money by re- 
turn mail; bank references; all business 
strictly confidential. Emil Noel, 29 E. 
Madison St., Chicago. 





ALWAYS PAID HIGHEST CASH price 
for complete jewelry stocks and 
fixtures. Sell out to old reliable 

Joseph M. Gordon, 37 Cornhill, 


Boston, Mass. 





| 
| 


GANSBERG BROS., INC., will buy your 


surplus or entire stock and fixtures or 
estates for cash our direct outlet 
enables us to pay you higher prices; 
bank and trade references of the 
highest character. Write 37 Maiden 
Lane, New York. Telephone John 3454. 





WE PAY MORE; before selling 


jewelry or fixtures, see us; small or 
large stock; we see you at our ex- 
pense and give bona fide cash offer; 
(or send surplus stock and get cash 
by return mail); best references. 
Colmes Brothers, 11 Beacon St., 
Boston, Mass. 





ARE YOU GOING OUT OF BUSINESS? 


We pay highest cash value for entire 
stock or part of jewelry, diamonds and 
fixtures; communicate with us, it will 
be to your advantage; rating and ref- 
erence of the highest order. Van 
Praag & Co., 718-720 Broadway, New 
York, established 1889. 





PARTNER WANTED; experienced 


manufacturing jeweler with some 
means and excellent trade reputation 
seeks to combine with man as part- 
ner who can sell and can make in- 
vestment to establish manufacturing 
business; give full details, references. 
Address “R., 2550,” care Jewelers’ 


Circular-Keystone. 





HIGHEST CASH PRICES PAID for all 


or part of your jewelry stock, with or 
without fixtures; we have bought out 
and liquidated leading jewelry con- 
cerns; communicate with us without 
obligation; established 36 years, same 
address. Brooklyn Purchasing Syndi- 
cate, Frank Walker, Proprietor, 610 
Broadway, Brooklyn, N. Y. Telephone: 
Pulaski 5-1798. ’ 





FULL CASH VALUE PAID for dia- 


monds, jewelry, complete jewelry 
stocks and your old gold; a trial 
shipment will convince you; mer- 
chandise held intact until you accept 
check; financial references from 
leading banks; all correspondence 
considered confidential, Old Re- 
serve Gold Refining Co., 159 N. 
State St., Chicago, IIl. 











GET THE CASH AND MORE, too, from 


us; we have bought some of the largest 
stocks in the country; none too large 
nor too small for us to handle; all cor- 
respondence kept in strictest confidence; 
ship your dead or surplus stock to us, 
express collect, receive check by return 
mail; no obligation to accept offer, if 
ee but since others have 
been satisfied, you will too; bank and 
trade references upon request; wire to- 
day to have our representative call if 
you have a complete stock to close out 
otherwise ship your surplus goods and 
receive cash. ordon Bros., 18 Prov- 
ince St., Boston, Mass. 


Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WANTED TO BUY second hand wrist 


watch and pocket watch movements. 
D. B. Snoddy, Monticello, Ark. 





(Continued on page 144) 
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Special Notices 


(Continued from page 143) 
EEE 
WANTED TO PURCHASE—Continued 








WANTED, New Century engraving ma- 
chine; give full particulars and lowest 
eash price. Address ‘‘M., 2510,’’ care 
Jewelers’ Circular-Keystone. 





WANT TO BUY complete outfit of 
modern jewelry wall and floor cases. 
Communicate with Edw. Vogel, 380 Main 
St., Catskill, N. Y. 





WANTED, coin, silver spoons, articles, 
odd pieces, sterling silver, trays, tea and 
coffee sets, complete, or part. Trois, 65 
Wall St., Norwalk, Conn. 





SPOT CASH for watches, used watch 
cases, mountings, rings, movements; 
highest prices paid; shipments held in- 
tact pending your approval. B. Lowe, 
Wolverine Hotel, Detroit, Mich. 





WANTED TO PURCHASE fine, modern 
jewelry fixtures as good as new; my 
location is 100 miles West of Chicago. 
Address ‘‘D., 2475,’ care Jewelers’ Cir- 
cular-Keystone. 





WANTED, Alvin sterling silver flatware 
and hollowware, pattern Antique, num- 
ber eight; when answering state full 
particulars, quantity, lowest cash price. 
Address “‘L., 2483,’’ care Jewelers’ Cir- 
cular-Keystone. 





CASH PAID IMMEDIATELY for ladies’ 
and men’s used movements and 
cases; shipments held pending your 
approval. N. Gordon, 769 Lindley 
St., Bridgeport, Conn. References: 
First National Bank. 





TOOLS WANTED; watchmaker’s bench, 
Snyder bezel chuck or some good make 
of chuck that will handle bezel work; 
Universal face plate, W-W_ lathe, or 
preferably Universal head, W-W make; 
filing fixture for W-W lathe (roller type 
adjustable) countershaft; watch glass 
grinder with two wheels and motor 110 
V., A. C. demagnetizer; make me your 
take-or-leave cash price; must be in 
good serviceable condition. E. G. Cum- 
by, Quinton, Ala. 


Watch Work for the 
Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WATCH REPAIRING FOR THE TRADE; 
workmanship and service guaranteed; 
also jewelry repaired. George A. Woods, 
51 Maiden Lane, New York. 





SEND ALL YOUR WATCH REPAIRS to 
the Factory P. Tieche, 95 Nassau St., 
New York, N. Y., repairs and mate- 
rials; quick mail service. 





RELIABLE WATCH REPAIRING, up to 
a standard; quick service for mail 
orders. The Cherin Co., 104 Fifth 
Ave., New York. 





FOR BEST RESULTS send your watch 
repairs to C. B. Liddell, 409 Merchants 
Bank Bldg., Syracuse, N. Y.; price list 
and references cheerfully given; our 
service will please you. 





ELECTRIC CLOCKS REPAIRED, also 
chime, French, ship and antique clocks; 
work guaranteed; prompt, reasonable; 25 
years’ experience; special attention to 
out-of-town work. J. Rosenberg, 83 
Canal St., New York; Dry 4-1340. 





S. HELFGOTT, high grade watchmaker 
for the trade, specializing in experi- 
mental work, cutting wheels, parts for 
watches, clocks, chronometers and re- 
peaters; satisfaction guaranteed, esti- 
mates upon request. 64 Fulton St., 
New York. 





GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; promptest service; trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St., Chi- 
cago, IIl. 





To Let. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 











FOR RENT, central, desirable, one-half of 
new store, October ist, at 40 Asylum 
St., Hartford, Conn. 





SUBLET, desirable office space on second 
floor, 21 Maiden Lane, New York; at- 
rie terms arranged. Enquire Room 





AT 35 MAIDEN LANE factory space for 
jewelry manufacturing now available at 
reasonable rates. Apply premises, phone 
John 4-1485, New York. 





BENCH FOR DIAMOND SETTER to 
rent in clean building; attractive rent. 
Inquire Room 1206, 22 W. 48th St., near 
caer” New York. Telephone Bryant 

- iJ. 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited; Holmes 
Protection. Haskel Melnick, 19 Cliff St., 
New York. 





SEDALIA WATCH REPAIRERS, former- 
ly K. C. Watch Repairers, now located in 
Sedalia, Mo., where we can operate 
more economically and we will continue 
to do expert watch repairing to the 
trade; watches rebuilt, new cases, dials 
furnished; send us trial package or 
send for price list. Sedalia Watch Re- 
pairers, Sedalia, Mo. 





ACCURATE HAIRSPRING vibrating; 
flat, 65 cents; breguet, $1; send 
wheel and bridge; this price applies to 
all makes and sizes; we unconditionally 
guarantee our hairspring vibrating to 
run from on time to within three 
minutes a day; also balance staff fit- 
ting, $1; try us once and judge for 
yourself. The H. & T. Steffes Co., Box 
711, Springfield, Ill. 








Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








SILVERSMITHING; small shop in New 
Jersey wants work; we specialize in 
sterling silver cigar, cigarette and jewel 
boxes, frames and flat and square wares; 
we can handle all kinds of silversmith- 
ing and hard soldering. For further in- 
formation address “A., 2592,’’ care 
Jewelers’ Circular-Keystone. 








Exchange 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





JEWELER AND WATCHMAKER, space 
to rent in an established jewelry store, 
one flight up; rent reasonable. Inquire 
& pia & Son, 211 W. 34th St., New 

ork. 





OPTOMETRIST WANTED; double win- 
dow jewelry store, give one window, 
half store, located Boston, Westchester 
railroad station and Lexington Ave. sub- 
way station, New York; 5000 commuters 
daily; full particulars. Address “C., 
2469,’’ care Jewelers’ Circular-Keystone. 








Lost 








$200 REWARD for return 1.62 carats blue 
white diamond Scottish Rite ring with 
platinum double eagle top, taken in 
bank hold-up Feb. 1. Communicate with 
, 1 Hill, Smith Center, Kansas. Phone 
Db 








PMiscellaneous. 


Minimum charge (25 wards) $1.50 
Additional words, 5 cents a word 








PATENT ATTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model; confidential 
advice; literature. Z. H. Polachek, 
1234 Broadway, New York. 





BROTHER CLOCK REPAIRER, a postal 
will bring you my marvelous new way 
how to bush a clock without taking it 
apart. Reick, Jeweler, Centreville, 
Michigan. 





LEARN WATCH REPAIRING by doing 
it; thorough training under expert in- 
structors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 











FOR ONE POUND of any gold-filled 
scrap we will send a selection of 25 
used movements in good condition, or 
for one-half pound, 12 movements; 
scrap held pending your approval. B. 
Lowe, Wolverine Hotel, Detroit, Mich. 





WATCHMAKERS! increase your ability 
through the highly recommended 
books: ‘“‘Rules and Practice for Adjust- 
ing Watches” and ‘Practical Balance 
and Hairspring Work’’; circulars free. 
Walter Kleinlein, Waltham, Mass. 
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Horological Questionnaire 
(From page 135) 


Then, if we hold the spindle bearing with our fingers, 
the spindle will revolve in the bearings. If we run the 
spindle in this manner for a few moments, and then 
take it apart carefully, any high spots on the angles 
will be readily observed. 

With all due care it is a nice job to fit angle bearings, 
and if we find, on taking the spindle and bearings apart, 
that they do not fit accurately, we may grind the angles 
to make the proper correction. By following this method 
of testing we may correct the angles to obtain a per- 
fect fit. 

Assuming that we have obtained a perfect fit in the 
bearings, then we may press the loose bearing (E) into 
the pulley, as described in the previous issue. If we 
again assemble the spindle and bearings and place them 
in the frame, locking them in position by means of the 
locking screw (1), we may place the frame in the slide 
rest and we are ready to grind the inside of the spindle. 

(To be continued) 





What the Horological Institute of America 
Has Accomplished 
By JOHN J. BOWMAN 


(1) The H. I. of A. has conducted 1729 examinations 
of watchmakers and issued certificates of proficiency to 
them in Junior and Certified Watchmaker grades. This 
number increases each year, working toward the time 
when the full benefits of Certification will be realized— 
which will be after most of the competent watchmakers 
are certified. How soon, depends upon the watchmakers 
themselves, as long as taking examinations is a purely 
voluntary matter, instead of being required by law. 

(2) The H. I. of A. Educational Committee has 
helped 2167 persons with answers to letters asking infor- 
mation on horological subjects—this service is being 
rendered without charge to watchmakers and others. 

(3) The H. I. of A. has been managed by its officers 
so as to continue operating, even through the Depression, 
on a balanced financial budget. 

(4) The H. I. of A. has collected, and holds, endow- 
ment assets of $13,000.00. 

(5) The H. I. of A. has secured ownership of the 
Packard Collection of modern watches—the finest in the 
world—valued at $80,000.00; and placed it on permanent 
exhibition at the U. S. National Museum at Washing- 
ton. 

(6) The H. I. of A. has recognized and encouraged 
high standards of workmanship for American watch- 
makers, by conducting two National Prize Competitions, 
in which a total of 319 pieces have been entered and 
prizes awarded including 28 medals, and cash and mer- 
chandise amounting to $350.00. For individual achieve- 
ments toward the advancing of American horology, the 
Institute has awarded three Honorary Life Memberships. 

(7) The H. I. of A. has secured the membership and 
interest of men prominent in scientific work related to 
horology, some of whom have addressed Institute meet- 
ings on subjects of value to watchmakers; these addresses 
have been published in the Horological Trade Journals. 

(8) The H. I. of A. has secured and maintained for 
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horology, the daily active cooperation of the U. S. Gov- 
ernment, through the Bureau of Standards and the Na- 
tional Research Council, in activities helpful to horology. 
(9) The H. I. of A. has added to the national and 
world prestige of American horology, as shown by what 
noted writers say in great periodicals like Saturday Eve- 
ning Post, Scientific American, Esquire, United States 
Daily, Washington Post, L’Horloger (France), The 
British Horological Journal (England), and many others. 
For example, the November, 1934, issue of Esquire, the 
most influential magazine for men, says, after mentioning 
the U. S. Naval Observatory, and the U. S. Bureau of 
Standards . . . “finally, the Horological Institute of 
America, a technological and professional body of watch- 
makers, seeks to maintain the standards of watchmaking 
throughout America. It promotes the ideals of the 
watchmaker’s art as a profession and as a public service. 
After stiff examinations it bestows the titles of Junior 
Watchmaker, and Certified Watchmaker, which are ac- 
colades indeed in the watchmaker’s craft. These three 
agencies today carry on the search . . . as the years roll 
on, precision measurements get still more precise . 


‘and through their efforts, we may yet find the answer 


to the question: ‘What time is it?’ ” 

Other activities planned for the Institute are awaiting 
the necessary funds to pay their cost; they could be begun 
now if more persons would respond now to the long- 
standing invitation of the Institute to join it, and support 
it by their ideas, and their contributions of membership 
dues. In the light of what the Institute has already 
accomplished, its loyal members, and the watchmakers 
who have voluntarily been certified, and its officers, who 
have given largely of their time without any remunera- 
tion, are all entitled to full credit for their efforts to 
elevate the honorable craft of the watchmaker. 

Not only has the Horological Institute of America ac- 
complished much to benefit horology, in spite of its limited 
income—but the prestige that it has built up, and the 
high connections it has made and maintained, offer a solid 
foundation upon which to enter into new and greater 
activities, as its membership increases. 

Every person, and every organization that is interested 
in progress for American Horology, should now come 
forward and take advantage of the privilege of joining 
and supporting the Horological Institute of America. 





Dates Changed to April 25, 26 and 27 for Convention 
of United Horological Association 


St. Louis, Mo., Feb. 25—Because the Executive 
Board of the United Horological Association overlooked 
the fact that the dates previously selected for the conven- 
tion came at the beginning of Holy Week the convention 
has been deferred and will now be held April 25, 26 
and 27. 

Arrangements for the change in dates have been made 
in the convention city and railroads have expressed a will- 
ingness to set special rates ahead, to the new dates. The 
new dates for the validation of certificates are April 25 
and 26. 

Fine progress is being made on plans for the conven- 
tion. An added feature for the Time Hall Exhibit will 
be the encouragement of all watchmakers actively engaged 
at the bench to send in tools they have created them- 
selves. 
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Providence Notes 
(From page 122) 


been head of the manufacturing jewelry 
concern of E. I. Richards Co. since 1900, 
died last month at the Hotel Vendome, in 
Boston. 

Henry Lederer & Bro., Inc., manufac- 
turing jewelers at 150 Chestnut St., re- 
ceived notification Feb. 15 that a hearing 
will be held at Washington on March 28, 
on a complaint filed some time ago by 
the firm alleging unfair methods of com- 
petition in the importation and sale of 
cigar lighters. It was announced that the 
hearing would be public. The firm filed 
its complaint last April under the provi- 
sions of Section 337 of the Tariff Act of 
1930, making such action possible against 
importation “the effect or tendency of 
which is to destroy or substantially injure 
an industry.” If the investigation now 
being conducted substantiates the charges 
of the complainant, the President may 
ban the importation of the articles 
involved. 


That styles in jewelry, like modes and 
fashions generally, occur in cycles is fully 
attested in the new lines of bracelets now 
coming in vogue. And herein is fur- 
nished a striking illustration of the value 
of saving things that are worth while. 
Sixty years ago, to be exact, in 1874, 
the manufacturing jewelry business now 
conducted in Attleboro by the Walter E. 
Hayward’ Co., was carried on by the 
Briggs, Hayward Co. At that time 
bracelets were being extensively worn 
and the designs were produced by figured 
rolls. The patterns to be reproduced in 
the bracelets were hand cut on steel 
rollers. As the demand for the goods 
made from these patterns ceased the rolls 
were heavily oiled and carefully stored 
away in the company’s vaults. When 
evidence of a recurrence of a run on 
bracelets manifested itself recently, the 
rolls were taken from the vaults, in- 
spected and preparations made to press 
them into service again. 


An interesting decision was handed 
down a few days ago by Justice Charles 
A. Walsh in Superior Court in connec- 
tion with a suit brought by Sakis Gara- 
bedian under the Workmen’s Compensa- 
tion Act against Blacher Bros., manufac- 
turing jewelers, 43 Sabin St., this city, for 
compensation for alleged injuries while 
in the employ of that concern. The deci- 
sion was to the effect that when a jewelry 
polisher has a nosebleed during his em- 
ployment, it doesn’t necessarily mean he 
is entitled to compensation under the 
Workmen’s Compensation Act. On Feb- 
ruary 2 of last year, the plaintiff suffered 
a severe attack of nose-bleed while at 
work in the defendants’ factory and 
sought compensation. But after Judge 
Walsh had heard the testimony and a 
statement from Garabedian’s physician 
that the petitioner was suffering from an 
attack of the grippe and that nose bleed 
is a symptom thereof, the court denied 
and dismissed Garabedian’s petition for 
relief. 
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Merchants’ Association Opposes In- 
surance Bills Pending in New 
York State Legislature 


Insurance legislation which has been 
presented in Albany will, if passed, 
make proper protection for jewelers and 
other business men requiring blanket 
policies providing indemnity for loss aris- 
ing from any cause, exceedingly difficult 
to obtain, according to the New York 
Merchants’ Association Committee on fire 
prevention and insurance, headed by 
Robert Adamson. 

One of these measures would impose 
a 20 per cent tax on insurance premiums 
paid to any insurer not authorized to do 
business in New York State. Two other 
bills, also being opposed by the Mer- 
chants’ Association, appear to be directed 
against the operations of such foreign 
insurance companies as Lloyds. One 
of these would make it a misdemeanor 
to solicit business for a company which 
is not authorized to transact business in 
the State, and the other would require 
adjusters to obtain a license from the 
Superintendent of Insurance. 

“These two bills,’ the committee re- 
ported, “would seriously interfere with 
the right of the people of New York State 
to obtain a type of insurance coverage 
which their particular business may re- 
quire,’ and in reference to the measure 
which would tax premiums 20 per cent, 
that “domestic companies are not in a 
position to write policies for heavy ‘ex- 
cess’ insurance of the type desired by 
those requiring very heavy insurance.” 





Metropolitan Retail Jewelers Credit 
Union Ready for Business 


The Credit Union formed recently by 
retail jewelers of the Metropolitan area 
in New York City, in order to provide 
finance facilities to its members, is now 
a going concern and ready for business, 
it was announced last month by Hyman 
Goldschmidt, treasurer of the organiza- 
tion. Several applications for loans are 
under consideration. 

The charter from the New York State 
Banking Department provides the Credit 
Union with power to lend money to 
shareholders up to $500. Shares are be- 
ing sold to members of the Metropolitan 
Retail Jewelers Association at the par 
value of $5 per share. The directors of 
the Union have taken $1,400 in shares, 
and besides this 500 shares have been 
subscribed for by members. The charter 
provides that when the capitalization of 
the union reaches $25,000, loans up to a 
maximum of $2,000 may be granted. The 
rate of interest is fixed by law at a 
maximum of 6 per cent. In order to par- 
ticipate in the benefits of the Credit 
Union as a shareholder it is necessary 
for the jeweler to be a member of the 
Metropolitan Association. However, the 
officers have now arranged to make the 
advantages of the Union available to 
all jewelers who are members of asso- 
ciations affiliated with the Executive 
Board of Retail Jewelers Associations of 
New York, and also for individuals as- 
sociated in branches of the New York 
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jewelry business other than retail. Only 
shareholders may borrow from the Credit 
Union. 

A fee of one dollar is the initial charge 
to all shareholders. 

The officers of the Union, besides Mr. 
Goldschmidt, include Charles G. Hoen- 
ninger, president; Phineas Peters, vice- 
president, and Walter Hollinger, secre- 
tary. Henry Astor is chairman of the 
Loans Committee, and Mrs. H. Miller 
heads the Supervising Committee. 

David H. Greenberg is counsel for the 
Credit Union. 





Announcement of Hearing on 
Distribution Differentials 


WaAsHINGTON, D. C., Feb. 20—A public 
hearing will be held beginning on March 
12, on the subject of existing and pro- 
posed code provisions resulting in price 
differentials among the various agencies 
engaged in the distribution of goods 
from the manufacturer to the retailer 
(and to the consumer where direct selling 
is effected). The purpose of the hearing 
is to obtain information: 


(a) as to the nature of the alleged un- 
fair methods of competition among 
the channels of distribution from 
the manufacturer to the retailer 
which said code provisions were 
intended to correct; 

(b) as to the relevance and effective- 
ness of present code provisions in 
correcting these unfair methods of 
competition; 

(c) as to the degree to which present 
code provisions of this type are, 
or are not, operating in the pub- 
lic interest. 





PHILADELPHIA, Pa., Feb. 23 — H. R. 
Rinehart, secretary of the Code Authority 
of the Wholesale Jewelry Trade, has 
sent out a letter relative to the Whole- 
sale Differential Clause in which he urges 
wholesale jewelers to study the official 
announcement carefully and write a 
strong protest against eliminating or 
amending Article VIII, Section I of the 
General Wholesale Code. The protest 
should be directed to Dr. Willard L. 
Thorp, chairman of the Special Commit- 
tee on Distribution Differentials, Depart- 
ment of Commerce Building, Washington, 
BE < 





Frank Jansky, 64 years old, whose left 
side is paralyzed, was shot and seriously 
injured on the night of Jan. 30, while 
defending his store and wife against two 
bandits, at 2137 South Pulaski Road, 
Chicago. While showing some Feb- 
ruary birthstones to a supposed cus- 
tomer another man entered, flourished a 
revolver and knocked Mr. Jansky to the 
floor. The first man then went to the 
rear room to subdue Mrs. Jansky. Her 
screams brought the second robber to his 
companion’s aid. While the two were 
manhandling the wife Mr. Jansky man- 
aged to draw a revolver from his pocket. 
He was not able to rise but fired on the 
bandits, the bullet going wild. One of 
the men promptly shot the prostrate man 
in the cheek and both fled without loot. 





DIRECTORY OF TRADE ASSOCIATIONS 





NATIONAL 


The names given in each case are those of the President and Secretary. 


American Jewelers’ Protective Association—Meyer D. Rothschild, 6 W. 
Forty-eighth Street, New York City; Arthur Lorsch, 607 Fifth 
Avenue, New York City. 

American National Retail Jewelers’ Association—-William D. McNeil; 
Charles T. Evans, 522 Fifth Avenue, New York City. 


American Watch Importers’ Association—George Gruen, Cincinnati, 
Ohio; George H. Wallace, 20 W. Forty-seventh Street, New York 
City. 

Associated Manufacturers & Importers of Watchmakers & Jewelers Sup- 
plies—Seymour G. Hammel, Hammel-Riglander Pennant Corp., 209 
W. Fourteenth Street ; Jacob Faist, 109 Lafayette Street, New York 
City. 

Associated Watchmakers of America—William F. Chlanda; A. C. Glas- 
gow, 640 Arcade Building, St. Louis, Mo. 


Brotherhood of Traveling Jewelers—Archibald Graham, 620 Fifth Ave., 
New York City; Knowlton D. Read, 15 Maiden Lane, New York 
City. 

Clock Manufacturers’ Association of America—Richard H. Whitehead, 
New Haven Clock Co., New Haven, Conn.; Charles A. Bennett, 
120 Broadway, New York City. 


Congress of Precious Jewelry Producers, Inc.—-W. Waters Schwab, 
Edward Sumnick, 608 Fifth Avenue, New York City. 


Eastern Manufacturers and Importers Exhibit, Inc.—A. Stanley Brussel ; 
George Little, 225 Fifth Avenue, New York City. 


Horological Institute of America—E. H. Hufnagel, 28 E. First Street, 
Mount Vernon, N. Y.; R. E. Gould, c/o Bureau of Standards, 
Washington, D. C. 


Jewelers Board of Trade—Edgar M. Docherty, 100 South Street; Horace 
M. Peck, Turks Head Building, Providence, R. I. 


Jewelers’ Security Alliance—Frank T. Sloan, 15 Maiden Lane, New York 
City; James H. Noyes, 15 Maiden Lane, New York City. 


Jewelers’ Vigilance Committee—G. H. Niemeyer, 82 Fulton Street; A. L. 
Woodland, 15 Maiden Lane, New York City. 


Jewelry Crafts Association—Benjamin S. Katz, 33 W. Sixtieth Street; 
Tillie M. Berk, 48 W. Forty-eighth Street, New York City. 


Manufacturing Jewelers Board of Trade—Edwin H. Cummings, North 
Attleboro, Mass.; Horace M. Peck, Turks Head Building, Provi- 
dence, R. I. 


National Association of Credit 
mercial Avenue, Chicago, IIl.; 
Street, Chicago. 


National Gift and Art Association—A. J. Horgan, Chase Brass & Copper 
Co., 10 E. Fortieth Street ; George F. Little, 225 Fifth Avenue, New 
York City. 


National Jewelers’ Mutual Fire Insurance Co.—W. H. Upmeyer, 101 Wis- 
consin Avenue, Milwaukee, Wis.; A. W. Anderson, Neenah, Wis. 


National Watch Case Manufacturers’ Association—Fred E. Hyatt, Key- 
stone Watch Case Co., Riverside, N. J.; Alexander Vincent, 20 
W. Forty-seventh Street, New York City. 


National Wholesale Jewelers’ Association—Albert L. Ellbogen, 55 E. 
Washington Street, Chicago; George A. Fernley, 505 Arch Street, 
Philadelphia, Pa. 


Silver-Plated Manufacturers’ Hollowware Service Bureau—H. C. Wilcox, 
International Silver Co., Meriden, Conn.; George P. Byrne, 53 
Park Place, New York City. 


Sterling Silversmiths’ Guild of America—Col. 
& Barton, Taunton, Mass.; Alexander Vincent, 
Forty-seventh Street, New York City. 


United Horological Association of America—Frank Foegler, 31 E. Fourth 
Street, Cincinnati; O. R. Hagans, 3226 E. Colfax Avenue, Denver. 


Jewelers—William Gibson, 9144 Com- 
J. Frank Newman, 31 N. State 


Arthur Ashworth, c/o 
20 W. 


STATE 


The names given in each case are those of the President and Secretary. 
Alabama Retail Jewelers’ Association—E. J. Ozment, Tuscaloosa; A. L. 
Hipp, Jr., Huntsville. 


Arkansas Retail Jewelers’ Association—J. M. Terry, El Dorado; Abner 
L. Russell, Hot Springs. 


California Retail Jewelers Association—R. H. Rinheart, Oakland; Dur- 
ward, Howes, Los Angeles. 
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Canadian Jewelers’ Association, Inc.—Stuart N. Lees, Hamilton, On- 
tario; O. M. Ross, 1005, 465 Bay Street, Toronto, 2. 

Colorado—Master Watchmakers’ Association of—C. Wilkerson, 1520 
Champa Street; O. R. Hagans, 3226 E. Colfax Avenue, Denver. 

Connecticut Retail Jewelers’ Association—O. W. Snow, Ansonia; E. M, 
Weber, Meriden. 

Florida Retail Jewelers’ Association—Sterling E. Smith, Jacksonville; 
Alvin Magnon, 611 Franklin Street, Tampa. 

Georgia Retail Jewelers’ Association—J. Tom Cook, Pekor-Cook Co., 
Macon; W. B. Burdell, Schweigert’s, Augusta. 

Illinois Retail Jewelers’ Association—C. I. Josephson, Jr., 1514 Fifth 
Avenue, Moline; Henry T. Mortensen, Nordahl & Olson, 2735 
West North Avenue, Chicago. 

Indiana Retail Jewelers’ Association—A. S. Rowe, 
Elmer Lodde, Lafayette. 

Iowa Retail Jewelers’ Association—J. W. Lewis, 
215 Third Street, S. E., Cedar Rapids. 

Kansas Retail Jewelers’ Association—L. G. Fort, Emporia; Robert C. 
Smith, Manhattan. 

Kentucky Retail Jewelers’ Association—C. M. Bryant, Lemon & Son, 
Inc., Louisville; Percy B. Stith, 688 S. Fourth Street, Louisville, 

Maine Retail Jewelers’ Association—E. J. Beaulieu, Portland; Lloyd E,. 
Daniels, Rockland. 

Maryland, Delaware and District of Columbia—A. C. Mayer, 1406 G 
Street, N. W., Washington, D. C.; J. H. Levi, 316 Lexington 
Street, Baltimore, Md. 

Massachusetts & Rhode Island Retail Jewelers’ Association—James King- 
man, 52 Summer Street, Boston, Mass.; J. H. Peterson, Needham, 
Mass. 


Michigan Retail Jewelers’ Association—Hugh Finley, Kalamazoo. 


Minnesota Retail Jewelers’ Association—John M. Geist, 28 E. Sixth Street, 
St. Paul; E. M. Schwenke, New Richland. 


Missouri Retail Jewelers’ Association—Fred Pilcher, Mexico; Fred Sands, 
303 Gumbel Building, Kansas City. 

Nebraska Retail Jewelers’ Association—Harry Wolfe, 
J. W. Davis, York. 

New Hampshire Retail Jewelers’ Association—George H. Wood, Man- 
chester; Addie Fiske Goodell, Epping. 


New Jersey Retail Jewelers’ Association—William Baird, Kost & Baird, 
Inc., Jersey City; John S. Walsh, 28 Lexington Ave., Passaic. 


New York State Retail Jewelers’ Association—Samuel Feldman, 26 Flat- 
bush Ave., Brooklyn, N. Y.; E. Lathrop Sunderlin, 350 E. Main St., 
Rochester. 

North Carolina Retail Jewelers’ Association—Frank Selig, Elizabeth City ; 
James Fox, Rocky Mount. 

North Dakota Retail Jewelers’ Association—R. B. Newton, Fargo, N. D.; 
Robert McLaughlin, Hope. 

Ohio Retail Jewelers’ Association—Henry W. von Unruh, 932 E. Millan 
St., Cincinnati; Clifford P. Simper, 705 Vine St., Cincinnati. 
Oklahoma Retail Jewelers’ Association—George B. Goldfarb, 25 N. 

Robinson Ave.; M. B. Smith, Pauls Valley. 

Oregon Retail Jewelers’ Association—Frank A. Heitkemper, 351 Alder 
St., Portland; A. A. Keene, Salem. 

Pennsylvania Retail Jewelers’ Association—George A. Lyons, 2258 N. 
Front St., Philadelphia, Pa.; Charles K. Boas, 28 N. 2nd St., 
Harrisburg. 

South Carolina Retail Jewelers’ Association—R. H. Allan, 285 King St., 
Charleston; J. B. Sylvan, 1500 Main St., Columbia. 

South Dakota Retail Jewelers’ Association—Chas. F. Halbkat, Water- 
town; George Fahey, Brookings. 

Tennessee Retail Jewelers’ Association—C. C. Breese, Franklin; D. M. 
Meeks, Dyersburg. 

Texas-Louisiana Retail Jewelers’ Association—L. S. Dickason, Tyler; 
Marcus Baerwald, 207 Southwestern Life Bldg., Dallas. 

Vermont Retail Jewelers’ Association—William S. Preston, Burlington; 
W. S. Bristol, Vergennes. 

Virginia Retail Jewelers’ Association—M. R. D. Brown, Danville; O. F. 
Russow, Roanoke. 

Washington State Retail Jewelers’ Association—Harry F. Arold, Seattle; 
Dr. W. J. Hindley, Seattle. 


West Virginia Retail Jewelers’ Association—Albert Keefer, 
N. J. Barrick, Martinsburg. 


Wisconsin Retail Jewelers’ Association—A. C. Hentschel, 
Ave., Milwaukee; A. W. Anderson, Neenah. 
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